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Rough Proofs 


So far competitors of Reynolds 
Pen, which advertises, “No luxury 
tax,” haven’t made any cracks 
about ownership of that product 
not constituting a luxury. 

. Vv 

Radio-Television News featured 
Bert Lehr in the headlines of a 
news story about Lew Lehr, but 
fortunately escaped calling Bert 
Lahr by the name of Lew Lahr. 

, FF F 

In view of the trade denials that 
a cartel has been responsible for 
keeping an “everlasting” match off 
the market, about the only person 
who could shed any light on the 
subject is Wendell Berge. 

* VV F 

E. C. Rayner is getting a lot of 
publicity on a new super puff 
sheet which he hopes will have 
1,000 readers per copy. 

Maybe he will have to huff, too. 

~~ 3. & 

A flight of sweet potatoes from 
Louisiana to Chicago won the ship- 
pers a place on Olsen & Johnson’s 
show, but that doesn’t necessarily 
mean the stunt was Crazy. 

, * ¥% 


More than two-thirds of United 
Air Lines passengers say they favor 
serving cocktails before meals 
aboard airplanes. 

Their ideas run along the same 
lines at all levels. 


. © *¥ 


They don’t sell enough sun 
glasses for the purpose of keeping 
the glare out of your eyes, so 
Comptone is now going to promote 
the product as costume jewelry. 

VF 


Gladys the beautiful receptionist 
says she’s sure everything must be 
getting back to normal, she sees 
they’ve started advertising Easter 
egg dyes again. ’ 

7, VF Y 


“Some people pick horses by 
name, some by superstition, but 
those ‘in the know’ bet on per- 
formance,” says WRNL. 

And since less than half the 
favorites, chosen on form, manage 
to win their races, all horse play- 
ers die broke. 


+ = 


“The OPA Hates to Let Go,” ac- 
cording to an editorial in ApvER- 
TISING AGE. 

It’s in much the same delicate 
and embarrassing position as the 
man who had a bear by the tail. 

= FF F 


A lot of people who have been 
lying awake nights pondering the 
various aspects of the problem will 
rest easy now that they have been 
informed by KDYL that the peo- 
ple who live in Utah are called 
Utahns. 

7, VF 


The amount of baby food a baby 
eats is vitally affected by the 
amount of money its parents earn, 
says the New York Times. 

Then there’s the question of how 
many mothers are old-fashioned 
enough to supply at least a portion 
of the required nourishment. 


s =. ¥ 


“When a feller needs a friend” 
is not the opening day of the base- 
ball season, when Bob Feller usu- 
ally manages to turn in a 1-to-0 
shutout. . 
Copy Cus. 


ANA’s Keynote: 
Public Service Is 
Key to Survival 


Advertisers Repeat 
Need to Sell 'Good' 
as Well as Goods 


Rye, N. Y., April 18.—Institu- 
tional advertising based on “the 
idea that private enterprise is an 
honest woman to know, that she 
pays taxes, changes her sheets, is 
kind to animals, sets a good table, 
and is not afflicted with a social 
disease” was stressed to the As- 
sociation of National Advertisers 
meeting here yesterday by Ken- 
neth G. Patrick of the General 
Electric Company’s public rela- 
tions staff. 

Speaker after speaker, yester- 

(Continued on Page 80) 


‘Life’ to Launch 
International 
Edition July 22 


New York, April 18.—Time-Life 
International, division of Time, 
Inc., revealed today that Life In- 
ternational will make its bow July 
22, with initial distribution of 
more than 150,000 copies. 

This separate edition of Life 
will be fortnightly and is the 
outgrowth of the military edition 
of Life, sent to the armed forces 
overseas since 1943 without ad- 
vertising. 

Advertising will be included in 
Life International at what are be- 
lieved to be the highest rates ever 
asked for any export publication. 
Two interim rates have been set 
up prior to Jan. 1, 1947, when 
even these may be increased de- 
pendent on the success of the ven- 
ture. From July through Septem- 
ber, a one-time black and white 
page will be $1,800, rising to 

(Continued on Page 81) 


Nielsen Offer to CAB 
Stirs Research Struggle 


New York, April 18.—Several 
members of the 12-man, tripartite 
board of governors of the Cooper- 
ative Analysis of Broadcasting told 
ADVERTISING AGE this week that 
they favor the offer of A. C. Niel- 
sen Company, Chicago, to assume 
the CAB rating program rating 
functions. 

Their approval, however, is con- 
tingent on Nielsen’s ability, as 
promised in a letter to them of 
April 12, to expand its service to 
“full national coverage,” with in- 
creased sample, faster deliveries, 
and more frequent reports, at rea- 
sonable cost. 


Chicago, April 16.—While Co- 
operative Analysis of Broadcasting 
members this week weighed its 
“live or die” committee’s 12-point 
program for abandoning CAB’s 
rating service (AA, April 8), A. C. 
Nielsen Company “moved in for 
the kill” with a _ high-powered 
sales barrage blanketing the radio- 
advertising fraternity. 

A. C. Nielsen, president of the 
marketing research organization, 
launched the drive with a four- 
page letter to Ben C. Duffy, CAB 
chairman, and other CAB gover- 
nors that: 

1. Proposed that the CAB gov- 


‘A5 Expenditures Revealed 
for Newspaper Advertisers 


Special Compilation 
Provides Data on 
|,882 Companies 
Chicago, April 18.—With auto- 
mobile companies hampered be- 


cause they had no products to sell, 
the three giants in the soap field 


or 


Distillers Corp.- 
DOGMA 6.0294400 awe es 
General Mills 
Sterling Drug 
Walker, Hiram & Sons 
National Distillers .. 
Standard Brands ..... 
Lamont, Corliss & Co.. 
Continental Distilling 
Ps. 5440449900500 ORS 
Borden Company ..... 
Coca-Cola Company 


2,418,180 
2,032,367 
1,928,244 
1,872,012 


- 1,469,186 


1,464,372 
1,372,767 


1,369,872 
1,352,802 


- 1,321,550 


Complete Figures on Newspaper Advertising! 

For the first time, dollar expenditures for newspaper adver- 
tising by national advertisers are being made available gen- 
erally through an arrangement whereby ADVERTISING AGE and 
two other publications have underwritten the cost of a special 
tabulation by Media Records, Inc. A resume of the 1945 report 


appears on these pages. 


Next week ADVERTISING AGE will in- 


clude, as a special file-size section, a complete report of the 
1945 expenditures of 1,882 companies advertising 2,562 products 
in 333 daily and Sunday newspapers in 107 cities. In conjunc- 
tion with the figures previously published by ADVERTISING AGE, 
showing individual figures for the leading 1945 advertisers in 
magazines, network radio and farm publications, this represents 
the most complete statistical service on individual advertisers 


ever offered to the field. 


placed 1, 2, 3 in use of newspaper 
advertising during 1945. 

Based on an analysis of national 
advertising in 333 daily and Sun- 
day newspapers in 107 cities meas- 
ured by Media Records, Inc., 
which is said to account for some- 
where near 90% of national adver- 
tising dollars, the soap advertisers 
stood as follows: 

Procter & Gamble, $3,789,296; 
Colgate - Palmolive - Peet, $2,827,- 
749; Lever Bros., $2,771,366. The 
complete record of the 100 largest 
national advertisers in newspapers 
during 1945, as reported by Media 
Records in a special study under- 
written by ADVERTISING AGE and 
two other publications, is as fol- 
lows: 


1945 Ex- 
Most governors could not be/ernors endorse the Nielsen Radio| Rank Advertiser penditure 
reached, however, or would not] Index. 1 Procter & Gamble..... $3,789,298 
comment on the proposal. 2. Offered each CAB member| 2 Colgate-Palmolive- 
Edgar Kobak, Mutual Broad-|an opportunity to acquire the in- 3 tong allah Anubis art bee 
(Continued on Page 77) (Continued on Page 78) 4 General Motors........ 2,680,221 
= di s 
Advertisers Spending $3,000,000 or More in 1945 
Network Farm 
Advertiser Year Newspapers Magazines Radio Papers Total Rank 
Procter & Gamble ...........e00-% 1945 $ 3,789,298 & 4,623,110 $ 14,927,108 §$ 6,066 $ 23,345,582 1 
1944 6,178,583 5,863,538 13,093,076 20,000 25,155,197 1 
General Motors Corp. ............ 1945 2,680,221 10,327,808 1,158,392 1,449,717 15,616,138 2 
1944 2,415,264 9,529,555 999,219 1,320,782 14,264,820 3 
Lever Bros. Company ............ 1945 2,771,366 4,620,355 7,274,603 347,203 15,013,527 3 
1944 2,476,793 4,461,203 6,933,299 341,617 14,212,912 4 
General Foods Corp. ............. 1945 687,552 2,995,340 8,003,303 993,792 12,679,987 4 
1944 1,561,450 3,887,131 9,519,882 473,771 15,442,234 2 
Séerkinds TPG, BNE ci cccsccissces 1945 1,928,244 1,462,478 8,252, 200,303 11,843,233 5 
1944 1,715,217 1,024,025 8,399,916 97,667 11,236,825 5 
oo error r ere reer eee 1945 2,032,307 1,407,760 6,415,278 445,115 10,300,460 6 
1944 1,824,968 1,784,744 5,746,107 411,439 9,767,258 6 
Colgate-Palmolive-Peet .......... 1945 2,827,749 2,602,631 4,324,767 6,318 9,761,465 qT 
1944 3,030,357 3,056,334 3,370,285 9,477 9,466,453 7 
General Electric Co. .........:... 1945 906,026 3,990,217 3,641,597 318,394 8,856,234 8 
1944 550,386 3,020,808 2,413,197 183,240 6,167,631 14 
American Home Products ........ 1945 577,149 1,261,779 5,150,121 3,748 6,992,527 9 
1944 577,356 1,632,826 4,736,786 3,085 6,950,053 9 
Distillers Corp.-Seagram ........ 1945 2,418,180 es =3hc(<éCéC A cr 060UCUCt(C ee 6,033,188 10 
1944 2,655,968 oe 84 ~£¥e603 Webee 6,205,859 13 
Bristol-Myers Company .......... 1945 437 505 2,529,145 2,776,318 155,779 5,898,747 11 
1944 637,999 2,593,281 2,378,511 130,394 5,740,185 17 
Miles Laboratories ............... 1945 132,972 355,638 GUSOCOL iccccss 5,619,301 12 
1944 106,826 284,766 5,042,099 5,845 5,439,536 18 
Schenley Distillers Corp........... 1945 1,229,301 3,185,802 1,053,351 1,150 5,469,004 13 
1944 1,840,360 2,872,637 1,101,732 2,000 5,816,729 16 
Stam@ard Bram@s .......csccccscee 1945 1,464,372 1,614,243 2,274,078 115,630 5,468,328 14 
1944 2,380,159 1,112,816 3,216,734 175,636 6,885,345 11 
Dee. Ge GA ose e teste cestesseaewes 1945 852,615 2,730,107 1,483,722 277,182 5,343,629 15 
1944 914,442 2,801,345 1,257,138 113,536 5,086,461 22 
Ford Motor Company ............ 1945 768,782 2,493,573 1,528,480 443,185 5,234,020 16 
1944 1,024,538 1,064,537 2,710,000 311,088 5,110,163 21 
Liggett & Myers Tobacco Co...... _—— #84 4«~«teses 1,715,500 3,450,168 336 5,166,004 17 
1944 758,825 1,889,140 4,131,602 3,624 6,783,191 10 
Coca-Cola Company .............+- 1945 1,321,550 1,029,280 >A 9 ¢. * -, - 5,129,162 18 
1944 2,192,292 1,003,665 kee 7,437,671 8 
Chrysler Corporation ............ 1945 914,274 2,860,475 780,148 357,230 4,912,127 19 
1944 1,417,029 2,685,446 782,064 399,971 5,284,510 19 
Jergens, Andrew, Co. ............- 1945 722,456 2,262,270 1,661,616 i ...... 4,646,342 20 
1944 707,250 1,900,993 [aa 8 8=—&b wees 4,224,266 27 


(Remainder of Table is on Page 2) 


63 


65 


Schenley Distilling ... 
Quaker Oats Company. 
Doubleday, Doran 
Kellogg Company 
Curtis Publishing Co... 
H. J. Heinz Company.. 
Chrysler Corporation.. 
General Electric ...... 
National Dairy Products 
BwWitt @ GOs, ies ssccess 
Lambert Pharmacal Co. 
Best Foode@, iM. 2.652. 
Park & THUEGKG «04.0800 
Standard Oil Co. of New 
far rey Tere ee eee 
Ford Motor Co. ....... 
Jergens, Andrew Co. .. 
Life Insurance Com- 
panies of America..... 
Florida Citrus Com- 
oo ee eee ee 
General Foods Corp. .. 
Brown & Williamson 
TORSKCCO COPD. .crveies 
Union Pacific Railroad. 
Pepsi-Cola Cos. «i s506 
California Fruit Grow- 
OTs BECHANRES .ccscccse 
Carter Products, Ine. .. 
American Home Prod- 
WU: GOD). 6.4.5)2 Sra os as 
Parker Pen Co. «..... 
Pennsylvania Railroad 
Clorox Chemical Co, .. 
Socony-Vacuum Oil Co., 
EG. 60s es Pee ee 
Glenmore Distilleries 
Cy Bs seis veascons 
Weer GO. sissascias 
Aymeur & CO. sé cccccc 
Hearst Magazines, 
Sherwin-Williams Co. . 
American Fat Salvage 
Committee, Inc. ...... 
Canada Dry Ginger Ale, 
a ee ee eee 
Salada Tea Co., Inc. ... 
Black, Walter, J., Inc. . 
Crowell - Collier Pub- 
a 6 a a 
National Biscuit Co. 
Stepeano Bros. ...203% 
Bristol-Myers Co. .... 
Cudahy Packing Co. .. 


Associated Distribu- 
og ae ae 
Atchinson, Topeka & 


Santa Fe Railway Sys- 
BO 29.0 cards dade seicee 
Pinkham, Lydia E., 
pS ae ee 
Continental 
its ee asa Mi esweaeee 
Foster-Milburn Co. 

Can Manufacturers In- 
er ea 
American Can Company 
S. S. S. Company 


1,229,301 
1,209,565 


.- 1,183,035 


1,045,363 
1,020,108 
946,303 
914,274 
906,026 
893,503 
852,615 
845,108 
839,472 
773,557 


771,124 
768,782 
722,456 


715,126 


710,593 
687,552 


678,065 
672,792 
621,182 


619,926 
615,627 


577,149 
571,889 
555,853 
508,291 


495,136 
492,737 
492,523 
484,935 
482,947 


478,018 


475,341 
472,422 
469,422 


463,596 
462,428 
460,978 
437,505 
436,184 


434,521 


432,034 


426,943 


404,798 
402,449 
391,204 


(Continued Page 2, Col. 4) 


News Flashes 
Are on Page 81 
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Morris, Philip, & Co. 


Borden Company ... 


Kellogg Company .. 


National Distillers . 


Corporation 


Westinghouse Electric Co......... 
Campbell Soup Company ......... 


Lambert Pharmacal Company..... 


Total 


are more extensive. 
measured for 1945. 


National Dairy Products 


Quaker Oats Company 


R. J. Reynolds Tobacco Co........ 


Walker, Hiram, & Sons*.......... 


ject to very substantial discounts. 


(Tabulation Continued from Page 1) 


1945 
1944 
1945 
1944 
1945 
1944 
1945 
1944 
1945 
1944 
1945 
1944 
1945 
1944 


Brown & Williamson Tobacco 


1945 
1944 
1945 
1944 
1945 
1944 
1945 
1944 
1945 
1944 


210,745 
669,768 
1,352,802 
589,426 
893,503 
1,198,043 
1,209,565, 
1,107,428 
1,045,363 
433,023 
330,188 
897,337 
1,469,186 
1,631,632 


678,065 
1,918,379 
1,872,012 
1,342,276 
50,784 
133,657 
51,841 
9,841 
845,108 

725,397 


1945 $ 38,471,081 


1944 $ 45,571,886 


*Including Gooderham & Worts Ltd. 
IMPORTANT NOTE: 


1,939,393 
2,053,134 
1,847,888 
1,472,110 
1,654,450 
1,410,565 

479,074 

465,064 

306,985 

512,743 
1,080,228 
1,874,364 
2,290,645 
2,174,436 


611,187 
566,685 
1,776,936 
1,574,132 
1,518,760 
1,527,581 
1,662,166 
1,389,780 
1,826,620 
1,747,479 

$ 74,676,851 
$ 72,786,754 


$ 99,807,046 


2,199,575 91,014 4,440,727 21 
2,177,867 90,279 4,991,048 23 
988,505 8,965 4,198,160 22 
370,564 51,534 2,483,634 39 
ee 4,179,656 23 
1,594,085 64,300 4,266,993 
2,280,517 119,376 4,088,532 24 
1,999,955 110,849 3,353,296 
2,614,911 8,305 3,975,564 25 
3,259,859 40,272 4,245,897 
2,519,187 ...... 3,929,603 26 
3,420,834 219,912 6,412,447 
Ragée  -, dabess 3,759,831 27 
Seemeee | apenas 3,806,068 
2200738 8 ...... 3,658,988 28 
2,244,306 = ...... 4,729,370 
<7 CC were 3,628,984 29 
omtes - | cabelas 2,916,408 
1,742,322 143,916 3,455,782 30 
1,473,719 164,700 3,299,657 
rv ee 3,369,880 31 
LOTEGTS kaa 2,976,095 
304,542 31,800 3,008,050 32 
NPeECe 31,800 2,504,676 
$100,371,155 $ 5,524,524 %219,043,611 


$ 4,776,818 $222,942,504 


Many of the above figures are somewhat inflated since Media Records includes linage in 
The American Weekly, Parade and This Week as ‘“‘newspaper expenditures,” while the magazine figures, from Pub- 
lishers Information Bureau, also include expenditures in these media. Similarly, the radio figures are gross, and sub- 
In addition, the newspaper figures for the two years are not strictly compar- 
able, since the 1945 figures cover only 333 papers in 107 cities, while the 1944 figures cover 793 cities and therefore 
However, the vast bulk of national advertising dollars goes into the newspapers in the 107 cities 


Precision in manufacturing marks every step toward the finished product. 


WORLD CHAMPIONS 


The «Zoliner Pistons”’ are well known as 
World Chammions in tie Professional 


Basketball League. 


REPRESENTATIVES: 


ZOLLNER 


HEAVY-DUTY PISTONS 
* 


One of Fort Wayne's 
outstanding plants 


in manufacturing 


@ Among the more progressive manufacturing plants in Fort Wayne— 
Zollner Machine Works is outstanding. Although relatively new among 
the older industries so long established here—within the past dozen 
years Zollner through superior engineering and precision methods 
has attained the position of supplying original equipment to 70% of 
all makes of trucks and buses made in U.S. .. . Nationally known for 


the quality of its products .... Zollner employs about 750 workers. 


A city of diversified industries—pistons, 
radios, washing machines, refrigerators, 
nylon stockings, etc.—Fort Wayne’s per- 
manent population has increased from 


118,410 to 128,388 in the past five years. 


The News-Sentinel is delivered by carrier every week day to 
97.8% of all homes in Fort Wayne. 


Che 


ALLEN-KLAPP CO. «+ 


News-Sentinel 


Wayne's “Good Evening” Ne 


- FORT WAYNE, INDIANA > 


NEW YORK=—CHICAGO—DETROIT 


(Continued from Page 1) 


66 Revlon Products Corp. 390,612 
67 Gillette Safety Razor 

MN dens gate ve x ardee Sale han ate 389,324 
68 Standard Oil Co. of 

po ee eee 386,940 
69 Lehn & Fink Products 

COPPOTRCION 66.23.6525 382,959 
70 Decca Records, Inc. 374,122 
71 Somerset Importers, 

Lt EIS Se. era ae era 373,423 
Te) Bates BOG. 6 occ aenc 371,765 
73 Vick Chemical Com- 366,685 

BEE ic voo.s ss as.aesateas 366,685 
TE “SHES SOs oaks dee wae’ 355,938 


75 Leeming, Thomas & Co., 
BU aac cicadas pista <3 

76 Studebaker Corp. ..... 

77 Pillsbury Mills, Inc. 


353,019 
352,315 
345,683 


78 Shell Union Oil Corp. . 344,684 
79 Ballantine, P., & Sons. 341,972 
80 Pabst Sales Company.. 341,586 
81 Greyhound Lines...... 340,990 
82 Southern Comfort Corp. 334,444 
3 Reynolds, R. J. Tobacco 
ee xis a a coy ea his mae eae 330,188 
84 Johnson, S. C., & Sons, 
EE eee a ae cee ee 326,216 
SG Witon, F. Wa C6:. onc ccs 325,736 
86 Hudnut, Richard...... 322,611 
87 Tide Water Associated 
Sa ee 315,257 
88 Sheaffer, W. A., Pen Co. 309,549 
89 Wise, Wm., & Co. 307,109 
90 Jelke, John F., Co. .... 304,249 
91 Beech-Nut Packing Co. 303,185 
92 Commonwealth Edison 
NES: Kid OR aids 4.6 -aerd eis G-S.8 299,882 
93 Standard Oil Co. of 
a 298,788 
94 Seeman Bros., Inc. .... 298,260 
95 American Airlines, Inc. 282,840 
96 International Nickel. 
bg ES 56 sa Wadd waive, Wie 281,060 
97 Sinclair Refining Co... 280,836 
98 Chesebrough Mfg. Co. . 280,817 
OO. Se GOn CO. ic iicec css 279,749 


100 Wilson & Co., Ine. .... 
$23.5 Million for P&G 


Even though the 1945 newspaper 
expenditures of Procter & Gamble 
were considerably lower than this 
company’s investment in this me- 
dium in 1944, the Cincinnati soap 
producer emerged as the unchal- 
lenged leader among national ad- 
vertisers last year, investing a 
gross total of $23,345,582 in news- 
papers, magazines, network radio 
and- farm publications. Genera! 
Motors Corporation, second in the 
four-media total, was far behind 
with $15,616,138. A detailed analy- 
sis of all advertisers spending $3,- 
000,000 or more in the four media 
during 1945, together with their 
figures for 1944, appears in the 
tabulation starting on Page 1. 

The newspaper dollar volume 
expenditures have never before 
been printed in a publication of 
general circulation. During the 
past several years Media Records 
has made a compilation, on a 
somewhat larger basis, for the Bu- 
reau of Advertising, ANPA, but 
figures from this tabulation have 
not been available for general re- 
lease. 


Compilation Cost Underwritten 


This year ADVERTISING AGE and 
two other publications—Editor & 
Publisher and Printers’ Ink— 
underwrote the cost of the mam- 
moth compilation, and are pre- 
senting the material to the field as 
a whole. The Media Records’ com- 
pilation embraces 1,882 different 
companies, advertising 2,562 prod- 
ucts, in 333 daily and Sunday 
papers in 107 cities. Part 1 of the 
compilation, listing the companies 
in alphabetical order, will be pub- 
lished in full as a handy second 
section of next week’s issue of Ap- 
VERTISING AGE. Part 2, listing the 
2,562 individual products by classi- 
fication, is presented in brief form 
herewith. 

In general, this breakdown 
shows every product on which 
$50,000 or more was spent in the 
107 cities during 1945, but in a 
few classifications some products 
on which promotion was less than 
$50,000 are also included: 


279,330 


Agriculture 
Burpee, W. Atlee & Co....... $ 50,029 
Ciark, GOraduer .cccecscccser 50,251 
Friskies dog food .......... 133,532 
Gaines dog meal ........... 15,011 
Gro-Pup Dog Food ........ 9,819 
Hunt Club Dog Food....... 22,657 
Ey) | ee 84,297 
MOTE RAtiION ..cccssssssacs 16,469 
Michigan Bulb Co. .......... 56,051 
Milk Bone dog biscuits..... 57,178 
Beiier’s MiIBSIeS 2. ccccceces 10,345 
PEPE GOS SOOG cc ccrcveceses 94,838 
Red Heart dog food........ 24,247 
Rex Hunter’s dog remedies.. 40,322 
Rival Gog 00d .ccccccscsecs 52,581 
WHEE: 6 bb esstiicssesscvases 82,310 


Advertising Age, April 22, 1946 


Alcoholic Beverages—Beers 


Acme beer and ale.......... 114,684 
Ballantine beer and ale ..... 341,972 
Beaweiser HOSCF ..ccdssccves 179,262 
Carling’s beer and ale....... 211,351 
Dawson’s beer and ale...... 90,355 
POMPEI iG aves aoteeeeavess - 125,113 
aa eee ere ee - 145,688 
Hoffman beer and ale....... 90,025 
Meister Brau ..cccccccccccce 97,688 
Pabst Blue Ribbon beer and 

Pee ee eee Cee Tere 95,168 
Pickwick beer and ale...... 92,183 
oly if, : i ee ere 172,913 
R & H beer and ale......... 120,462 
Rheingold beer and ale..... 229,008 
Ruppert beer and ale....... 180,508 
Schaefer beer and ale....... 252,394 
Trommer’s beer and ale.... 154,499 


Aleoholic Beverages—Wines 


PICO WINER 6.65 coccteccsscs - 81,507 
Cresta BIGMOR ....ceiccccccs 84,702 
TRUBGHMEL <asccccacesss cease BORO TS 
G & D Vermouth...... ‘eae 53,056 
GEG WINGS .iccscievae ‘ 133,521 
Italian Swiss Colony ....... 53,324 
BPMNG, hie 3444 440 Peg matiesueass 48,031 
Roma Wines ..... ° Viseen See 
pb | en ee eee ee 201,396 
Wine Advisory Board ....... 114,830 


Aleoholic Beverages—Liquors 


BAGAPGI TRUM 24.6 ccccscscese 77,819 
Black and White Scotch 

WRENN 604.00003-44% 04% ooee 180,925 
Brown Forman King Black 

DAL sas cb cea 44444848 oes 148,683 
Calvert Dist. Corp. Inst...... 113,600 
Calvert RROSETVS .6iiscosses 172,987 
Calvert’s WHISKIC® ...c8eec% 296,922 
Carstairs White Seal ....... 208,921 
Corby’s Reserve ..... (areca 273,414 
Peete WSIS GEe 2 dsc svesses 160,932 
Fleischmann’s Preferred .... 215,119 
DOG TAGOOE bic dc cicadawsses 106,610 
Gilbey’ s GIG. 2 ois ccciscs iam 222,964 
Golden Wedding ........ coe COmes 
Haig & Haig Scots Whiskies 74,665 
Pelt Ge BE nk cvs cctewnwes ses 6FS,626 


Glenmore’s Kentucky Tavern 108,420 


Glenmore Old Thompson.... 386,716 
Hiram Walker’s gin ...... -- 316,935 
Hiram Walker’s Imperial.... 545,500 
Hiram Walker & Sons inst.. 147,977 
ne ere ere era ere i 436,001 
PsmeOy GEO hss ec ceca cecscss 258,528 
MEIOOS WRIGHT 606 ic tines 477,022 
Lansdowne Reserve ........ 116,834 
MOUNT VErTROM 2.2 ccs scccaces 85,984 
Che TIBET AIG 66 0ci si acvtse 95,290 
OtE QVGPHON. 6.6.645460% 606066 71,434 
Old Bunty Brock 240666500 145,850 
Park & Tilford Reserve..... 359,766 
Pete Hagen’'s liquors ....... 82,480 
PU ROOIUN.. 9:44.04 560 5059044 473,390 
fe eee eee er er ree 372,599 
R & G Gold Medal Gin...... 80,415 
RIONGA TUM. 664 cicsacsseses 118,498 
Schenley’s Reserve ......... 288,305 
Seagram Crown whiskies ... 318,326 
Southern Comfort ..... a4 334,444 
THUOG PGGUNGCE cicccavecess 211,986 
Weta OED sie sess essdas 256,118 
Wilson TRACE All .a.cccctes 202,500 
Amusements 

Columbia. Pictures ..csscses 206,614 
Metro-Goldwyn-Mayer 

POUGUPOR:. 9.054400 6606048008 221,318 
R.K.O. Radio Pictures, Inc... 87,635 
Twentieth Century Fox Film 

COPDOTRRIOR: 46.6.54.8-04:0:4 004% 101,190 
United Artists Corp. icccicas 82,048 
i Confections 
eet eee ea 105,958 
Brach’s Candy Bar ......00% 96,305 
De MOEN 6 46.4:5440 000008 135,815 
a Pe eee eee eer eee y 53,674 
St WES in 6eavkeccdciaaas 45,406 


National Confectioners Assn. 139,328 


WOGen COME 6ccesdicccswese 54,790 
PoOwWer HOUSE 2c ccccccesaces 120,681 
Warren's GUM .ccscossccses 78,848 


Groceries—Baking Products 


Aunt Jemima pancake flour. 207,506 
PONG 660 beateec ee eeswess 72,423 
BORG: BGA 2c cbc es vse rwrese 67,173 
COPEEOLE BOGE 6.66 cc ccctawres 60,989 
og a ae rr re rrr rr 177,972 
PIGECG PFOGUCES «22k ccvccsse 112,810 
Gold Medal flour ......66..5 259,407 
TAPONMRER GAEGE 6.40 csccvwres 71,165 
Hostess cup cakes ......... 125,519 
PEOCHOEFS BOGE 4.66.cccccssciss 68,616 
Keebler Baking Co., crackers 61,268 


(Continued on Page 62) 


@ Please help avoid the 
hoarding or waste of 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 


Specialists in Coated Popers since 1888 


=, - Bete b ae ’ mess i , ey ae eet: a © ; PATE ora ao, * Gy ee : eee ae : ie ‘ fi a aes say ‘ : oe ie i ete 
Mees .: 7 m set Sas eo eee ana) ee Fd 7 ghee en 4 ‘s 
: 
i ye * 
7 2 ee 
ae 
2 ee | ee | 
- | 
Reece 
eee es ........... 
a | 
7 tn 
; | 1 
ae | 
“ees | 
ape 
ree PSC“ SCSCs po 
eS | ee 
. | 
Po | 
| 
} 
| 
ee 
ar 
pad 
a cel 
ee | 
Pe, _ 
pete ar 
ie 2 ee 
ye | 
of f | 
; z 5 me) or it 7 5 Ty pele 
e ; 7 ns 
oe : Paneer: ar a 
esoaags si eS ot usta Ree oo : eS 
laa eS eens es ‘ : * i fo Oe et ee 
., eee re 2s al a 
BO nes 30 Pi a 7 my 7 Saha Be 
oo ha aioe ‘aity & iar 
op) ian mie a er 
: SM a See a | 
‘ 2S a Bes a 
ems , vg 
a. en - - . ? 
SS: |. er as, | ae ey ee a ee 
rik dl 4 : Pay eee eG i} 7 if ? ee 
(foe Pt ee ee Pf 2 me 
nao . 2 ae ae ae pe te is : 
; ee j Sse i Ae saat Sa > Sn F ihe : 
ste hie ee = ra | 
oe Re a. ~— : Be a mar. Aes 
| a ee or 
eee ey is eS F Mane re ci eer Bei mn - eS A Mtg 7 = a fh = Sede 
Be ae 2 a oa ee ba oe f a Par 
Sn See q eS ee eee, i Bite tn 
suze [| SRC ee em herein es 9: 2 Gp 4 0 eee 
4s On ie 5 Sn ee Ue EL) See 
: : Oh ileal tiem eager gee) te: ak Oa ae ‘ 
tae ey Siar aaa or a 2 oF ee SOR me 
~e ae nt ey Shoe vic ARs 
Rates , . . _ - ae? wen. orn 
aaa ee. = 3 4 2 aa | 
sti alges | | = t : ae > ‘ %% 
i bis aig eal } cs 7. fay : | ae *: ? Ps } 
ik € yw en Ot i iee aie 3 7 
ge 1S a mS ci Sala f oe + * 
’ 1 + «ae tl = .* : | 
a5 Pic F il | 
see | 
as, 
: } 
38 | 
_sjubeadeealeiaa 
mF ets bs ora) 
ea ee 
Pane fo | 
—— 
we | 
ae 
eae 
ee 
2 al 
% LameD 
Be Ss sf | ee 
Mine: ee P| 2 
yee, | | 5, 
Tee a cssss: 
rah ay * 
rt eae ——— ooo .s, LY =. D 4 
en oe YA 
pigbaiiga ; paper. / > 
haere ey . - | 4 
z i + 2 ed | 
int f fi nee, “ i er ieee ne 
ees = ie eres ag ON mee a; 
Sat aT f eee 7 | F fe. 
i — 4 2 Ne: ave : . 
| j . | = | : 
* é 4 ‘s 
‘ " : . 
y ? + 5. ©\ 
i a Fe 
«ee, 
| - nile & 
Ro? & ee 
ee | eo & > | 
Po | | i ak: S 
Te | | | 
| | 
ie 
ee s ‘ ; ve : t) 3 / : t<%, ql 4 : ‘ . i i ‘ 
; Fal ae 5 a ees igen # abe: is Ue, ’ i Se Sper a (Se ae y Segre : : ~ ae ¥ Ngee = yn’? YS meen ole eal 4 Ba tig Stas iy ee se ¥ 5 


2, 1946 


ers 

114,684 
341,972 
179,262 
211,351 

90,355 
125,113 
145,688 

90,025 

97,688 


95,168 
92,183 
172,913 
120,462 
229,008 
180,508 
252,394 
154,499 
ines 
81,507 
84,702 
158,378 
53,056 
133,521 
53,324 
48,031 
186,380 
201,396 
114,830 
uors 
77,819 


130,925 


143,683 
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172,987 
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’ A NEW PUBLICATION 
PUBLISHED 


— 


_IN RESPONSE TO 


a ta 


STITUTIONAL 
BUYERS 


For years, the men and women responsible for all purchases 
of products required in the operation of all types of in- 
stitutions, have DEMANDED a dependable, centralized 


source of purchasing information. 


CATALOG PAGE SIZE: 7" x 10" Supplying such information has long been 4 major function 
of the Readers' Service Department of INSTITUTIONS 
Magazine. As a consequence, the INSTITUTIONS Maga- 
zine organization has become Headquarters for Product 
Information among these institutional buyers. 


THE ONLY CATALOG DIRECTORY SERVING — ("sii SR4a1SE Bake hs bes 
- t t 
ALL SEGMENTS OF THE INSTITUTIONAL FIELD —— {c"2"°p2¢, these large consumer-buyers fo fully moet 


directory of the multitude of products they must purchase 


Designed to serve the mass feeding and mass housing field, INSTITUTIONS every day. 
CATALOG DIRECTORY will be distributed to buyers in the following types of 
institutions: To manufacturers whose products have an application to 

i y the gigantic institutional field, INSTITUTIONS CATALOG 
© sotets © Restaurants @ YMCA's and DIRECTORY will offer a most effective means for placing 
© Hospitals @ Motels —e YWCA's their product specification data before this vast audience 
@ Schools, Colleges @ Steamship Lines @ Public Buildings of receptive tastttuilonal buyers. 
@ Industrial @ Railway Systems @ Clubs 

Cafeterias @ Air Lines @ Jobbers, Dealers Write for rates and other information . . . or Consult 

@ Public Institutions @ Office Buildings @ Other Institutions Your Advertising Agency. 


E 4. WILL CONTAIN 5 COMPREHENSIVE SECTIONS 


-F - - MANUFACTURERS’ CATALOG SECTION. Will | 3 TRADE NAME SECTION. Trade Names will be Published 

: (os include up-to-date buying information of leading sage asks ene fererseee gy at yi angie <2 by 

' manufacturers who have displayed their current Ce ee ee ee pil cw i INSTITUTIONS 
product information for quick reference. i REFERENCE DATA SECTION will contain codes, MAGAZINE 


charts, and other reference data used daily. 


CLASSIFIED DIRECTORY TION. 
2 steed Hi soe ee toga pounslaid 5 NAME AND ADDRESS SECTION will contain com- 
ee ee ee plete names and street addresses of thousands of 


turers and their products used by all types of manufacturers whose products are classified in 
institutions. Section 2. 


“Bh, 


.. CONSULT YOUR ADVERTISING — 
INSTITUTIONS MAGAZINE CATALOG DRECTORYlll 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS - 
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Luckman Advises 
Better Packaging, 
Harder Selling 


Present Products 
Are Key to Sales 
Success, He Says 


Chicago, April 17.—Postwar 
sales success in the drug field will 
depend on aggressive promotion 
of present products, Charles Luck- 
man, executive vice-president of 
Lever Bros. Company, told the 
National Wholesale Druggists As- 
sociation here today. 

Present products were empha- 
sized by Mr. Luckman, who said 
that the “dream products” of the 
future will have to wait their 
turn. Present products should be 


aggressively priced, promoted and | 


/packaged, he said. To forestall 
possible objections about packag- 
ing, Mr. Luckman pointed out that 
the layout trend in drug stores is 
toward self-service, and that pack- 
ages must be able to sell them- 
selves in the near future. Studies 
show, he reported, that 38% of 
polled consumers buy “on im- 
pulse,” which emphasizes pack- 
aging. 
Training Needed 


Mr. Luckman, who was the boy 
wonder of the drug business dur- 
ing his days at Pepsodent Com- 
pany, now a Lever Bros. division, 
asserted that a strong sales force 
is a prerequisite in the highly 
competitive markets ahead. Pres- 
ent sales forces, he believes, are 
inadequately trained. Training in 
the shop, or sales meetings, are 
only partial measures, he said, re- 
iterating the principle that the 
way to train a salesman is on the 
job, meeting the prospects he must 
sell. 

Stressing the importance of ad- 


vertising, Mr. Luckman recalled 
Pepsodent’s dark days of 10 years 
ago, when price-cutting had led 
to a virtual boycott of the prod- 
uct by wholesalers. Yet, Mr. 
Luckman said, “the company itself 
didn’t fail, despite the fact that 
its sales policies were all wrong. 
It did not fail because of one 
thing—its radio show, Amos ’n’ 
Andy.” 

Subsequently, the company did 
an abrupt about-face, conciliated 
the wholesalers, helped to finance 
the campaign for a fair trade bill 
culminating in the Miller-Tydings 
Act. Then, for the same amount 
of dollar expenditure in advertis- 
ing, the sales volume rose 350%. 

The attention of the wholesalers 
was called to HR 5857, a bill which 
authorizes a census of manufac- 
tures and a census of distribution 
in 1947, covering 1946. The last 
census was held in 1939. 

Most of the studies going on 
under NWDA sponsorship reflect 
a continuing interest in methods 
of cutting distribution costs. Dur- 


ing the war, the price of drugs 
generally was held down, and the 
wholesalers and manufacturers 
expect that, in a competitive mar- 
ket, there will be no price in- 
creases. The attention of the 
group is directed primarily to 
larger .profits through more eco- 
nomical distribution and through 
expanded sales. 


Wholesale Share Drops 


Later the convention heard Dr. 
Vergil D. Reed, associate director 
of research, J. Walter Thompson 
Company, report that the major 
problems today are “neither pro- 
duction, financial nor legal ones. 
They are marketing problems... 
Mass production is now and will 
remain dependent upon mass dis- 
tribution and the increasing of its 
efficiency.” 

The wholesale system is here to 
stay, Dr. Reed said, and recalled 
that since 1929 other forms of mer- 
chandising have reduced the 
wholesalers’ share of the market, 
but that dollar volume has in- 


quantity low 


nous 
ref 93 Time 


Sore most people think a billion of anything is a lot. But if we 
had only a billion replacement parts, we’d have only a few for each 
of the 38 million automobiles, trucks and busses in the world today. 


Maybe we need more than a billion. You see, on account of inter- 
rupted production during the war, the average age of cars on the 
road today is older than it ever has been before. 


Most cars and trucks are at least seven years old everywhere in the 
world except in the Western Hemisphere where they are at least five 
years old. And hundreds of thousands of automobiles are 14 or even 
15 years old. If all of these motor vehicles do not need parts now, 
they will need them soon. And right now there are at least two mil- 
lion vehicles stored in barns, garages, or just parked on streets or in 
fields—waiting for spark plugs, carburetors, bearings, filters, piston 
rings and, well, the list is long. And just think of the tools needed to 
install all these parts. ... 
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Pus 


Last year we exported more than 650 million dollars of automotive 
equipment. ... These, and other facts just as startling, have been 
compiled in the new 1946 edition of the 


WORLD MOTOR CENSUS 


Published by B.P.I.C. as a service for the automotive industry, serv- 
ice establishments, and manufacturers of replacement parts, equip- 


WRITE FOR YOUR COPY TODAY! 
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LISHERS EINTERNATIONAL CoRPORATION 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.) ] 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 


monthly in 

ish, circulates to the 
- American construction _ 
ing, governmental — 
t tub- — 


Africa, Eur: 
— Established 


924. 


 fumorien. Estoblished 1917. 


Also Publishers of the Buyers Guides for Overseas Automotive Distributors, the Buyers Guides for Latin Ameri- 
can Construction and Industry, and the Latin American Pharmaceutical and Allied Products Buyers Guide. 
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creased due to climbing produc- 
tion. Total wholesale sales in 1944 
were $100 billion compared to 
$55.3 billion in 1939. 

Chain stores are now stabilized 
at 22% of total retail volume, Dr. 
Reed said, adding that he thinks 
that the proportion of volume sold 
through manufacturers’ wholesale 
branches or direct to dealers will 
continue to increase. 


Independents Gain 


Dr. Reed, a former acting di- 
rector of the Bureau of Census, 
reported that between July, 1940, 
and July, 1943, there were 1,200 
new drug stores established and 
5,240 went out of business, leaving 
a total of 53,866 in operation. Dur- 
ing this period, however, while 
sales in chain drug stores increased 
64.4%, independents’ sales jumped 
79.8%. 

The total population picture 
presented by the agency man 
showed an increase in the average 
age of the population, an increase 
becoming more marked. In fact, 
Dr. Reed said, we will have three 
times as many persons over 65 in 
1980 as there were in 1930. Su- 
burban populations will continue 
to grow, and urban populations to 
slip. The research man does not 
foresee a back-to-the-farm move- 
ment, and he said the West Coast 
and Southeast are gaining in pop- 
ulation, drawing from the North- 
east and Midwest. 


Reynolds Takes | 
$3,000,000 Orders 


for ‘4-Year’ Pen 


New York, April 18.—Reynolds 
International Pen Company, Chi- 
cago, has taken about $3,000,000 
of orders for a new pen, “guaran- 
teed to write four years without 
refilling” (AA, April 15), Frank- 
lin Lamb, president, announced 
here this week. An order for 100,- 
000 pens has been received from 
Gimbel Bros. department stores. 

The new model is the second 
developed by the company during 
the seven months in which it has 
sold 2,000,000 ball-point pens 
through 60,000 retail outlets. It 
will be advertised extensively in 
magazines and other media 
through Maxon, Ine. 

The new pen, utilizing a new 
printers’ type ink, has four struc- 
tural changes: A retractable cap 
which will slide over the ball 
bearing when the pen is not in 
use; interchangeable tops, making 
it convertible into models for both 
men and women; a controlled 
pressure ink chamber containing 
“a supply of fluid sufficient for 
10 to 15 years of normal writing,’ 
and new overall styling featuring 
reduced weight, shorter length and 
better balance. 

The model was shown here at 
a meeting of 300 merchandise 
managers, department store heads 
and resident buyers. Production 
of 30,000 units daily is planned. 


Another Opening at 
CHEN YU for 


EXPERIENCED 
COPY WRITER 


An unusually interesting op- 
portunity for an experienced 
cosmetic copy writer who can 
start producing quickly. Dealer 
newspaper ads, direct mailings 
for CHEN YU and three other 
associated companies. 

Rapid expansion of advertis- 
ing department opens oppor- 
tunity for real advancement to 
one who can actually produce. 
Apply by letter only (give 
phone number) to the Adver- 
tising Manager. 


CHEN YU 


| Chicago 11, Illinois 


200 East Illinois Street 
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THE INDIANAPOLIS STAR 


eR - DAILY AND SUNDAY 


in Affiliated with Radio Station WIRE BASIC NBC ® 5,000 WATTS 


it. Since 1936 The STAR has been the First Newspaper in Indiana 
(sive in Total Advertising Linage @ Better Than 96% Home Delivered 
KELLY-SMITH AND COMPANY, National Representatives 
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Nationwide Panel 


Conversion Voted 
as OAAA Convenes 


New York, April 18.—Plans for 
a multi-million dollar conversion 
of America’s 275,000 24-sheet 
poster panels into streamlined 
modern displays were adopted by 
the Outdoor Advertising Associa- 
tion of America at the industry’s 
five-day national convention here 
this week. 

The move was made in an at- 
tempt to meet an unprecedented 
36% increase in national volume 


booked for 1946, the greatest in 
the industry’s history. National 
volume in 1941 was approximately 
$50,000,000. 

About 350 firms represented by 
almost 600 persons voted to adopt 
the conversion plan based on de- 
signs made by Raymond Loewy 
Associates and also adopted plans 
to increase substantially the in- 
dustry’s field service to maintain 
panel quality throughout the coun- 
try. (Dimensions and _ specifica- 
tions of the new “streamlined 26- 
sheet panel’? were reported in AA, 
Feb. 4.) 

Meeting for the first time since 
the 50th convention held in 1941, 
the association elected Henry R. 
Johnston, Reading, Pa., as presi- 
dent, advancing Frank Dunigan, 
president of the Brinkman Corpo- 


ration, Fort Wayne, Ind., who was 
last year’s president, to chairman. 
Other officers named for 1946 in- 
clude Myles Standish, Providence, 
R. I., vice-president; H. E. Fisk, 
Chicago, executive vice-president 
and general manager; J. B. Stew- 
art, Clinton, Ia., treasurer, and 
Joseph C. Hodges, Chicago, secre- 
iary. 


Expect Automotive Flood 


Greatest increases in 1946 will 
come from automotive advertising, 
OAAA members predicted, de- 
spite the large volume of food ad- 
vertising which was predominant 
during wartime. Other expected 
gains will be in home appliance 
advertising, temporarily off the 
market during the war. 

Stressing the more modern 


panel design adopted at the con- 
vention as a standard of the in- 
dustry, member firms declared 
that modernization of the panels 
would unify design, and would be 
a powerful argument against 
critics of outdoor panels. Princi- 
pal problem facing the industry 
today is the shortage of construc- 
tion materials, members said. 

To facilitate reader checks, the 
Traffic Audit Bureau Inc. recently 
opened an unprecedented system 
of checking travel routes and 
number of cars in passage. TAB’s 
current operation is reported on 
Page 22 of this issue. 


Gets Food Account 

Pacific Coast Advertising Com- 
pany, San Francisco, has been ap- 
pointed by O. Casperson & Sons, 
San Francisco food distributor. 


woke up. 


789,160* women can have a lot of 
dreams and buy a lot of merchan- 
dise to help make those dreams come 
true. Dresses, hats, shoes, cosmetics, 
baby clothes, household things, cars, 
and you take the list from here. 


There they were jumping the fence 
pretty as you please, oodles of men. 
But one big lug wouldn’t go over. He 
stalled the whole show, and then | 


wants. 


You'll find these buying-minded 
women in Philadelphia, also a full 
complement of children, adolescents, 
and menfolk; all of them with an 
incomparable variety of dreams and 


In short, Philadelphia is quite a 
market and has the distinction 
withal of being probably the easi- 
est big market to tap with a sales 
message. Significant reason for this is 


that 4 out of 5 of the Philadelphia 


| was counting men last night 


families daily read one newspaper. 


It’s The Bulletin, largest evening 
newspaper in America. It has a cir- 
culation of more than 600,000 in 
this third largest U.S. city. It is, as 


you can see, the regular shopping 


guide of a vast market. 
* Philadelphia and its natural trading area. 


In Philadelphia—nearly everybody reads 


The Bulletin 


Advertising Age, April 22, 1946 


WAA Ad Chief 
Says F&S&R Will 
Keep Full Account 


Washington, April 18.—Carl K. 
Hart, new advertising director of 
the War Assets Administration, 
said today that the entire adver- 
tising account for surplus con- 
sumer goods, as well as capital 
goods, will remain with Fuller & 


|\Smith & Ross. 


Emerging from a meeting with 
his field personnel, Mr. Hart said 
that his review of the WAA adver- 
tising program did not demon- 
strate the need for an additional 
agency to help with the advertis- 
ing task. 

While he feels that WAA’s ad- 
vertising for consumer goods will 
be a tremendously important pro- 
gram in coming months, Mr. Hart 
said he was satisfied that Fuller & 
Smith & Ross can handle the addi- 
tional load. 


Contract Broad Enough 


More than a year ago, when the 
RFC awarded the capital goods ac- 
count to F&S&R, Mr. Hart ex- 
plained, the contract was suffi- 
ciently broad to cover all the goods 
that the War Assets Administra- 
tion will handle. During recent 
weeks there have been recurring 
reports here, and in agency circles 
in New York, that a_ separate 
agency would be named to handle 
the consumer goods job. 

Several agencies have revised 
the presentations on file with War 
Assets since the original appear- 
ances before RFC in 1945, and a 
special study of the advertising 
set-up was ordered by Gen. Ed- 
mund Gregory, WAA director. 

Since his arrival here early last 
week, Mr. Hart has been review- 
ing these studies and consulting 
with members of the Washington 
and field staffs. Following these 
conferences, he told ADVERTISING 
AGE today that there will not be 
a new or additional agency. 

Mr. Hart came to WAA a few 
days ago from the Army air forces, 
reinforced by more than 20 years’ 
experience in advertising and sell- 
ing. He takes over a post for- 
merly held by William C. Costello, 
but occupied recently during Mr. 
Costello’s extended illness by Wil- 
liam Hughes. 

Unlike Mr. Costello, who was a 
professional government admin- 
istrator, Mr. Hart is a veteran 
sales and advertising man, having 
remained in sales work since 
studying advertising and business 
at NYU. From 1925 to 1931 he 
was with the Sheaffer Pen Com- 
pany, and from 1931 to 1934 was 
advertising sales policy director 
for Parker Pen Company. He was 
advertising sales manager of Lib- 
erty from 1934 to 1938; advertising 
and sales promotion and merchan- 
dising manager for Visking Cor- 
poration, from 1938 to 1940, and 
was on the advertising sales staff 
of Esquire magazine from 1940 
until entering the AAF. 


Radio Makes History 


“First Quarter-Century of 
American Broadcasting” is the 
title of a documentary book being 
written by E. P. J. Shurick, di- 
rector of advertising and promo- 
tion, station KMBC, Kansas City, 
Mo. Complimentary copies will be 
mailed to 300 contributing broad- 
casters by the radio station, which 
is celebrating its 25th anniversary. 


Ames Joins Arrow 


Ben Ames, formerly with Grant 
Advertising, New York, has joined 
Arrow Advertising Agency, that 
city, as account executive in 
charge of new business. A former 
UP foreign correspondent and bu- 
reau chief, Ames covered Europe, 
Africa and Asia, including five 
foreign wars. 
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FOR ALL MANAGEMENT MEN CONCERNED WITH MAKING AND MARKETING BETTER PRODUCTS AT LOWE 


Lower costs Training plant people from top managers to clerks; design of new buildings; modernization of existing 
facilities; improving plant layout—are some of the smart answers to today’s plant housekeeping problems. Good house- 
keeping is a topnotch tool to improve production, productivity, quality, safety, maintenance, morales, sales and customer 
relations. “Beating dirt and disorder”, p. 34, offers a picture-full line-up of good housekeeping ideas for more profit. 


: 


wo le r WM oS So 
Labor trends Helping amputees make good despite their loss of limbs. 
Possibilities Unlimited recruits competent vets and civilians. Financed 
by Cleveland business men, it analyzes jobs in plant or office that 
handicapped can handle. Picture-story p. 117. 


New films To cut down demonstrating, Henry Disston & 
Sons, Inc., has salesmen project a 16-mm, sound-movie 
to sell and show how powered chain saw is assembled and 
operated. See p. 95 for previews of smart industrial films. 


Silent partner You find Modern Industry where management men 
work—at their plants, offices, homes and en route. Its pictorial journal- 
ism gives them comprehensive understanding—fast. Advertisers, too, 
can put more facts in pictures—with a 40% larger-than-usual page size. 


New product news Increasing light reflection without 
reducing transparency is responsible for this picture. 
Reflection-control coatings used to increase-decrease re- 
flectivity. Picture-story — other new developments, p. 41. 


Covers ALL 
Manufacturing Industries 


Modern Industry — with the highest 
net paid U.S. circulation of any maga- 
zine specifically serving manufactur- 


Edited torBuying 


Influences... 
Modern Industry delivers more man- 
agement men (at all levels) ——in more 
plants—than any other magazine spe- 


Reaches More Plants... 


Modern Industry covers more than 
31,500 manufacturing plants. These 
plants produce approximately 89% of 


Tear sheets of any of these articles from the 
April 15th issue sent on request. 


31,500+ 


America’s manu- 
factured products. 
This is greater 
plant coverage 
than that of any 
other magazine 
specifically serv- 
ing the American 
manufacturing in- 
dustries. 


cifically serving 
the U.S. manufac- 
turing industries. 
Delivers morethan 
50,000 manage- 
ment men—from 
presidents to gen- 
eral foremen— 
who influence in- 
dustry’s buying. 


MANAGEMENT MEN 
AT ALL LEVELS 


LOS ANGELES 14: 403 W. 8TH ST. 


ers—provides full 
coverage of the 
top plants... and 
really blankets all 
the manufactur- 
ing industries as 
defined by the 
16th U. S. Census 
of 1939-1940. 


Modern Industry published by Macazines oF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUF 
CHICAGO 6: 20 N. WACKER DRIVE » CLEVELAND 14: 627 UNION COMMERCE BLDG. » PHILADELPHIA 2: 220 S. 16TH ST. 
ATLANTA 3: 1722 RHODES-HAVERTY BLDG. 


SAN FRANCISCO 4: 68 POST ST. 


[) Warning: prices may fall by °48 
Close study of factors governing prices 
reveals: Be wary of inflation warnings; 
get set for price and cost reductions. 
Pay plans for higher production 
Large and small companies hitching 
wages to productivity. Result: Satisfied 
workers, lower unit labor costs. 

) Should industry back 

the loan to Britain? 
Philip D. Reed, board chairman, Gen- 
eral Electric, says “Yes.” Senator Burton 

k. Wheeler says “No.” 
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Hyde Made FCC 
Member; Porter 
Vacancy Unfilled 


Washington, April 17.—The FCC 
obtained a sixth commissioner as 
career attorney Rosal Hyde was 
sworn in today to fill the term of 
the late Governor William H. 
Wills. President Truman said at 
today’s White House press con- 
ference that no decision has been 
made on a seventh member and 
chairman for the commission. 

Mr. Hyde, who had been asso- 
ciated with various clerical and 
administrative positions in the 
government agencies supervising 
radio since 1928 was serving as 
general counsel of the commission 


at the time of his appointment to 
the Republican vacancy. A Demo- 
cratic vacancy was created by 
transfer of chairman Paul Porter to 
the OPA. 


Weiss & Geller Forms 
Two Corporations 

The New York and Chicago of- 
fices of Weiss & Geller, formerly 
operated as partnerships, have 
been incorporated in New York 
state and Illinois. 


Stuckslager Promoted 


Walter N. Stuckslager, for the 
past three years senior advertis- 
ing salesman for Esquire, has been 
promoted to western advertising 
director, with headquarters in 
Chicago. 


New Allied Accounts 


Franklin Ice Cream Company, 
Toledo and Cleveland, and Twurl 
home permanent cold wave and 
shampoo, manufactured by Beauty 
Research Laboratories, Cleveland, 
have appointed Allied Advertising 
Agency, Cleveland. Robert L. 
Brown is account executive. 


Cite John S. Knight 


for War Services 


John S. Knight, publisher of the 
Chicago Daily News, has been pre- 
sented a citation by the Poor 
Richard Club “in recognition of 
his outstanding services to his 
country during World War II as 
liaison officer in London between 
the U. S. Office of Censorship and 
the British Ministry of Informa- 
tion.” 

The citation also lauds “his fore- 


sight and determination as presi- 
dent of the American Society of 
Newspaper Editors” in promoting 


freedom of the press on an inter-| 


national scale. 


Joins Buffalo Agency 

Leonard S. Rubenstein has 
joined Landsheft, Inc., Buffalo 
agency, as director of graphic arts. 
He formerly was art director of 
the sales promotion division of 
Moore Business Forms, Niagara 
Falls. 


Moss Appoints Lando 

Hubert Lando Jr., former space 
buyer for International Adver- 
tisers, has been appointed by Moss 
Associates, New York, to head the 
newly organized foreign depart- 
ment, which will provide world- 
wide marketing and advertising 
counsel and service. 


INDISPENSABLE 


to the home furnishings retailer 


AND TO THE ADVERTISER 


WHO WANTS TO IMPRESS HIM 


19 I 0 27 subscribers base their daily decisions on the twice-weekly news and 
the ads in Retaitinc. They include the most important people in the entire 
giant home furnishings industry—the dealers who buy most of the nation’s home 
furnishings. They subscribe to RetTArLinc, read it, rely on it to keep them 
informed on all the news of their fast-moving industry. 


No other publication is so important to the day-to-day operation of their stores. 
No other medium brings your message to them with so much urge to immediate 
attention. No other publication is more eagerly read. No other publication is 
more enthusiastically used by its advertisers. 


RETAILING is the only home furnishings NEWSpaper. It’s no “put-it-on-the-shelf- 


to-read-later” trade magazine. It gets there fast, gets read first . 


advertising the quick attention it deserves. 


Fg iS THE TWICE-WEEKLY 
or the 12-31-45 issue... 4 
that’s almost 13% increase NEWS paper ABOUT: 

over the 16,901 ABC aver- 1. Furniture and Bedding 

age for last half of 1945. 2. Curtains and re 

3. Decorative Accessories 
P P 4. Floor Covcrings 
CIRCULATION includes 9831 in 5. Chine end Gleseware 
4304 furniture (home furnish- é. cane and tabdie 
ings) stores, 2063 department 7. H P g 9 
stores, 1140 chain and special- . ve anage oat 
ties stores and resident buying 8. Major Appliances 
offices. Goes to 2455 cities and 9. Radio and Television 
EVERY 


towns. 


MONDAY AND THURSDAY 


gets your 


WRITE FOR sample copies, 
rates,and help with your 
job of selling-the-trade 
from a RETAILING selling- 
the-trade expert. 


ONE OF THE FAIRCHILD Family 
of Publications which include 
Women’s Wear Daily, Daily 
News Record, Men’s Wear, Foot- 
wear News, Fairchild Interna- 
tional and Fairchild Blue Book 
Directories. 


The ONLY home furnishings )NEWSpaper 


FAIRCHILD BUILDING, 8 E. 13TH ST., NEW YORK CITY 3 


Advertising Age, April 22, 1946 


ery, 
HIM? HE'S THE \ 
ACCOUNT EXECUTIVE 
FOR ROBISONS 


DONE FOR FUN—Artist Chuck Wil- 
liams, back from the Army and now 
with L. C. Cole Advertising, San 
Francisco, drew this cartoon, which 
serves to announce Cole's appointment - 
as agency for the new dog food man- 
ufactured by Ansel W. Robison, owner 
of Robison's Pet Store, San Francisco. 


Illegal Rebate 
Setup Charged 


Against Grocers 


Washington, April 19.—FTC will 
strike for a second time at Chi- 
cago’s wholesale grocery business 
Monday with a complaint charging 
that the Independent Grocers Al- 
liance Distributing Company 
rigged an illegal rebate system as 
a part of purchasing activities for 
97 wholesalers and 4,800 IGA re- 
tailers. 

In Monday’s action, FTC will 
charge that a system of advertis- 
ing allowances, dividends and 
other services maintained by IGA 
was actually a method of remitting 
brokerage fees and other commis- 
sions collected from sellers in vio- 
lation of the Robinson-Patman 
Act. 

Only four of the 300 manufac- 
turers, processors and producers 
selling to IGA were named in the 
complaint, but FTC said they were 
typical. Similarly, only four IGA 
wholesalers were named. 


Midwestern Firms Named 


Manufacturers are Jersey Cereal 
Company, Chicago; Stokely 
Brothers & Co., Indianapolis; Dean 
Milk Company, Chicago, and 
Cupples Company, St. Louis. 
Wholesalers are Franklin Mae. 
Veagh & Co., Chicago; E. R. God- 
frey & Sons, Milwaukee; Winston 
& Newell Company, Minneapolis, 
and Wetterau Grocer Company, 
St. Louis. 

IGA brokerage fees based on 
purchases amounted to $557,026 in 
1937 and $346,667 in 1944, FTC 
said. 

Originally, IGA was owned by 
four promoters, but in 1933 to 
protect their interests member 
wholesalers vested 50% of the 
stock in a holding company, Gro- 
cers Company. 

When IGA stopped paying bro- 
kerage fees directly to members 
after adoption of the Robinson- 
Patman Act, dividends were paid 
to Grocers Company on its stock 
holding and then to the whole- 
salers, FTC said. Members also 
received advertising allowances 
and other services, the complaint 
said. 


NAB Asks Relief 


The National Association of 
Broadcasters, Washington, has ap- 
pealed to the Civilian Production 
Administration for relief under the 
recent CPA order restricting con- 
struction. Construction of new 
radio stations will further employ- 
ment of veterans, the reconversion’ 
program and development of mass 
communication, NAB said. 


ANPA Has 1,041 Members 


Bureau of Advertising, Ameri- 
can Newspaper Publishers As- 
sociation, New York, has an- 
nounced an all-time high member- 


iship of 1,041 United States and 


Canadian newspapers, which rep- 
resents 74% of the daily newspaper 


circulation of both countries. 
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. . . the backlog of any good newspaper and a brass ring its 
advertisers catch with every issue. It’s the constant readers 
that keep local merchants’ registers ringing—constantly . . . 
the plus quality that doesn’t appear on rate cards, but does 
show on advertisers’ books in big, black figures. 

Women readers of The Sun not only are constant readers 
. . . they’re believers in what The Sun says, in the advertising 
sections as well as the editorial columns. The Sun is one 
women’s medium in Chicago that rates attention, earns interest, 
begets appreciation—and breeds results! . . . a newspaper as 
trusted by women as it is wanted. 

One reason for this The Sun points up an extra 
special content for women readers: a food section every Friday 


packed with a harvest of help, hint, and hope for the family 


table... food advice seven days a week by The Sun’s nationally- 


famous Food Editor, Mrs. Ethel Somers. . a Food Directory 


that simplifies the job of Chicago housewives shopping for 
groceries . . . food and household-utility advertisements 


that deliver the goods to women readers and for advertisers. 


Chicago's retail grocers (chains, co-operatives, and neighbor- 
hood independents) have placed an increasing share of their 
advertising in The Sun . . . because The Sun’s a best buy for 
those advertisers wanting to talk to the women of Chicago. 
Particularly those constant readers of The Sun. They're as active 
in their response to advertising as they're constant in the 
intensity of their readership . . | an always alert enterprising 
audience many advertisers consider a “‘best buy,’’ but for any 


advertiser to women—a ‘“‘must”’! 


400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY - CHICAGO: 360 North Michigan Ave.» NEW YORK; 230 Park Ave. + Atlanta + Charlotte « Dallas « Detroit « Kansas City + Los Angeles » Memphis + St. Louis + San Francisco 
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TBA Forms Educational 


Committee for Video 


ee ” 
The Television Broadcasters As- | PUrposes. 
sociation has formed an educa- 


tional committee “to organize edu-| Names Gelula 
cators into a body to study tele- Waterman Products Company, 
vision and advance its use as an|Pphiladelphia, maker of sound 
educational medium. Chairman is | equipment, has appointed Abner J. 
Wallace S. Moreland of Rutgers|Gelula & Associates, Philadelphia, 
Univ ersity. ito handle its advertising account. 
Objectives are “to foster tele-|The company developed and is 
vision as an educational medium | manufacturing a lightweight oscil- 
on all levels, to act as a clearing! loscope, the Pocketscope. 


j|house for general television in- 
formation, and to encourage the 


Ee Circulation Coverage is your guarantee 
of improved cash register returns. 
In the CHICAGO DEFENDER, intimate messages 


on your product or services are carried into over 
200,000 homes. 


FOR RESULTS— 


Schedule the CHICAGO DEFENDER 
in your new advertising budget. 
Member Audit Bureau of Circulation 


THE CHICAGO DEFENDER—3435 Indiana Ave., Chicago 16, Ill. 


George S. Denison, National Adv. Mgr. 
George T. Hopewell, Eastern Representative, 101 Park Ave., New York, N. Y. 


| 


use of television for educational | 


Bowles on Roughest 
of Many Rough Rides 

Washington, April 18.—The bat- 
tle of the wage-price bulge was 
running heavily against Economic 
Stabilizer Chester Bowles as he 
went before the Senate banking 
and currency committee this week 
to plead for fast, decisive action 
on OPA. 

On the basis of yesterday’s vote 
to extend OPA nine months, the 
House seemed intent on wiping 
out the cost absorption policy, 
sending auto and appliances prices 
upward. The coal strike, and de- 
mands for a 25% rail freight rate 
hike threatened to spiral to new 
appeals from steel, and then from 


|steel’s customers. 


By STANLEY E. COHEN, Washington Editor 


Three times before Congress has 
set out to reform OPA only to bog 
down because the demands of 
special interests were so heavy 
that it was impossible to yield at 
all, lest price control be completely 
destroyed. 

co * * 

Congressional blood pressure 
runs exceedingly high on the OPA 
question. Rep. Dean Gillespie (R.- 
Colo.), for example, recently in- 
terrupted a hearing to ask Al 
Browning, director of the Office of 
Domestic Commerce, whether ceil- 
ings “have utterly stopped and 
dried up sources of goods.” Brown- 
ing, a former Montgomery Ward 
official, and no 100% Wallace man, 
talked back, asserting that the total 
volume of production and the vol- 


OW 


She’s a mighty popular number! And so is 


IDEAL—the one to watch as the hit-tune of the 


women’s magazine field! IDEAL’s Movies, 


Movie Life and Movie Stars Parade cover 


Hollywood on a brand-new scale, set a new 


tempo . . . IDEAL’s Personal Romances sounds a 


new note, key and pitch in stories of love and 


romance. And how America’s women have joined 


the chorus! In eight years—circulation to the 


tune of two million . . . thousands more 


singing IDEAL’s praises every issue! Sweet music 


for IDEAL’s new advertisers . . . advertising 


lineage ever on the crescendo! So get into 


MOVIES 


close harmony with an IDEAL ad-man—Now! 


MOVIE LIFE + PERSONAL ROMANCES 


W. M.COTTON’S 


Sop 


* MOVIE STARS PARADE 


NEW YORK e CHICAGO e HOLLYWOOD 
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ume of sales refutes such general 
charges. 
co % * 

If funds are available, The De- 
partment of Commerce will provide 
radio stations and networks with 
scripts on business opportunities 
for veterans, for use as sustaining 
or commercial programs. Com- 
merce also wants to sell a small 
business newsletter to 200,000 sub- 
scribers for $1 each. The news- 
letter will not duplicate Kiplinger 
or other “insiders,’’ Commerce In- 
formation Chief Bruce Catton says, 
for “it will contain factual ma- 
terial about events that are taking 
place.” 

y ut % 

Sen. Pat McCarran’s unending 
investigation of the decentraliza- 
tion of industry came in for rough 
sledding when he appeared before 
the Senate’s committee on audit 
this week for $25,000 of additional 
funds to carry on. With New Eng- 
land senators on hand, a group of 
eastern business men _ protested 
that they were tired of paying 
taxes to support a study designed 
to help the West siphon off East 
coast industry. 

* a %* 

Administrative, professional and 
executive employes will be happy 
to know that the Treasury Depart- 
ment has all but suspended the 
controls over their salaries. Un- 
less the raise is to result in an ap- 
peal for higher prices or a higher 
price on a government contract, 
the employer now has complete 
freedom to give more money with- 
out consulting Uncle Sam. 

Half of 1947 budget for Assist- 
ant Secretary of State Bill Ben- 
ton’s overseas information division 
was eliminated in the appropria- 
tions committee. In granting $10,- 
000,000, the committee said short- 
wave broadcast plans were over- 
elaborate in view of the limited 
number of sets in use; that many 
of the books sent overseas “do not 
represent the American view- 
point.” The committee felt that 
Benton put too little emphasis on 
exchange of students. 

* * oo 

Pointing out that the building 
freeze may wipe out 20,000 jobs in 
FM, and a huge market for FM 
receivers, NAB is asking the Ci- 
vilian Production Administration 
for a blanket exemption for sta- 
tions for construction costing up 
to $15,000. A spot check of 206 
FM applications shows that 165 
could go ahead on that basis, NAB 
says. 


Winston-Salem 
is A-Buildin’ 


Despite critical shortages of ma- 
terial there were issued in Winston- 
Salem during the month of March 
building permits to the tune of 
$790,758. 


Two thirds of this sizeable figure 
is represented by industrial con- 
struction . . . and that's just an- 
other sign that this ACTIVE mar- 
ket, long known for the steadiness 
of its growth is bursting at the 
seams .. . with more new projects 
being planned to give diversifica- 
tion and impetus to North Caro- 
lina's leading manufacturing 
metropolis . . . and one of the 
leading centers in the entire South. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
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RECONVERSION GUIDE 


* 
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ONLY’ 10.500 PLANTS 
‘ t products val G 


$1000,008 »EACH 
( Census of Manufacturers 1939 ) 
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The United States News is the only magazine (among 19,000 periodicals) that reports, analyzes and 
forecasts the news of national affairs to the exclusion of all else ... This basic weekly magazine is 
essential to the Business Executives responsible for charting corporation policies .... They must know, 
before all else, what Washington thinks, what Washington says, what Washington is going to do. 


". . .- I read it regularly ", . « I read it each week ". . « Read it from cover-to- 
and consider it one of to- e e e think it is fine. It is cover every week... one of the 
day's best newS magazines." the best weekly I read." best magazines in the country." 
C. E. DENNEY, PRESIDENT A. J. ROOS, PRESIDENT FRANK L. JONES, VICE PRESIDENT 
NORTHERN PACIFIC RAILWAY CO. DIEBOLD, INC. EQUITABLE LIFE ASSURANCE SOCIETY 


IN NO MAGAZINE WILL YOUR COMPANY’S ADVERTISEMENT GET BETTER ATTENTION 
BY MORE MEN OF GREATER IMPORTANCE ...80% OF ALL SUBSCRIBERS RECEIVE THE 
MAGAZINE AT THEIR HOMES... 90.1% SAY THEY READ IT FROM COVER-TO-COVER. 


THE UNITED STATES NEWS 


The Direct Route to those who O. K. corporate and family purchases 
DANIEL W. ASHLEY 
Vice President in Charge of Advertising 
30 ROCKEFELLER PLAZA, NEW YORK 29, N. Y. 


* The only publication of its kind * 
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Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 
Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337) , 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 


Age 


ARKETING 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Special Assignments, Hal Burnett. 


Associates: Murray E. Crain, Emily C. 
Hall, Doris Lawton, Robert Murray Jr., 
Frances Jameson, George Biderman, 
Jeanne Scharnberg 


European Editor, Fernand Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth. G. Carlson 


Correspondents in All Principal Cities 


ADVERTISING 


Advertising Director, Charles 8B. 
Groomes 


Manager Sales and Service, G. D. Lewis 


Manager Promotion and Research, J. P. 
Dobyns 


NewYork:T. K.Worthington, G.A.Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 


Chicago: O. L. Bruns, Western Adver- 
tising Manager; J. F. Johnson, Martin 
E. Tullberg 


San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, manager 


Los Angeles (14): Simpson—Reilly Ltd., 


Garfield Bidg., Walter S. Reilly, man- 
ager 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


Look at the Business Press 


Announcement last week of the 
winners in the fourth annual As- 
sociated Business Papers competi- 
tion for advertising in the business 
press, serves as an excellent ex- 
cuse for urging that all advertis- 
ing men whose ad horizons are 
normally bound by consumer 
media should take at least one full 
day out to cast their eyes over the 
advertising pages of the contemp- 
orary business press. 

If they have not been seeing a 
variety of business papers regu- 
larly, they are likely to be sur- 
prised, if not shocked. Because, 
while a die-hard minority of two 
or three per cent of business paper 
advertisers may still run copy 
which looks like “trade paper” 
copy, the bulk of business paper 
advertising has long since gradu- 
ated into the big leagues. It is 
attractive, it is workmanlike, it is 
competent — and to compete suc- 
cessfully for attention in the pages 
of the business press is no easier 
than in the pages of the consumer 
press. 

The advertiser or the agency man 
who still thinks that a second- 
string copywriter and 


string artwork and layout talent 
are “good enough” for his busi- 
ness paper advertising is sadly be- 
hind the times, and is getting fur- 
ther behind the times every day. 

Carefully conceived, skilfully 
executed advertising copy, in some 
respects more difficult to prepare 
than consumer copy, is the only 
kind of advertising which can now 
do a job in the business press, And 
smart advertisers have long since 
learned that careful conception 
and skilful execution pay off as 
well or better than in any other 
field. 

All advertising men should take 
at least one full day a year to leaf 
through the ads in an assortment of 
business papers, preferably serving 
fields outside those in which their 
normal interests lie. And while 
they’re looking at the ads, they 
might also give a good going-over 
to the editorial content. Then 
they’ll know, as smart business 
paper advertisers have known for 
many years, that America’s busi- 
ness press is every bit as compet- 
ent, as interesting, and as well 
turned out, as America’s consumer 


second- | press. 


Opportunity Unlimited 


Our favorite story in last week’s 
ADVERTISING AGE was the amazing 
description of what happened to 
the G.I. from Bisbee, Ariz., who 
had a bright idea. Like many other 
G.I.s, he was wounded, and spent 
a lot of time recovering, so he had 
a lot of time to get ideas, and he 
got a lot of them. 

One of them was the simple idea 
that there were probably any 
number of men in service who’d 
like a ring with their own division 
insigne on it, as a memento of 
what they’d been through. The 
G.I. from Bisbee (formerly a bus 
station manager) thought this idea 
was pretty good, and he did some- 
thing about it. 

The results, which can literally 
be described as amazing, were re- 
counted in ADVERTISING ,AGE last 
week and need not be repeated 
here. But the moral to be drawn 
from this simple tale is too good 
to drop so quickly. 

The G.I. from Bisbee has vali- 
dated, once again, all the most ex- 
citing folklore of American busi- 
ness. He has proved once again 
that initiative and enterprise pay 
off, and that a man—even if he is 
a wounded G.I. who was formerly 
a bus station attendant in one of 
the lesser known metropoli of a 


thinly populated state—need have 
no particular fear of running 
straight competition with all the 
big business men of the land. 

Our G.I. from Bisbee is selling 
thousands of rings, when any man 
in his “right senses” could cer- 
tainly have told him that the 
jewelry field is already over- 
crowded, materials are almost im- 
possible to get, and “you can’t 
buck the big boys anyhow.” Prob- 
ably Bisbee’s gift to the jewelry 
business didn’t meet the right 
people, or didn’t have the sense to 
believe them. He was so unin- 
telligent that, having what seemed 
to him a good idea, he proceeded 
naively to set it in motion, and to 
put his very limited capital behind 
it. As a result, he has become a 
“big business man” almost as fast 
as it takes to tell of it. 

If the story of the G.I. from Bis- 
bee were a completely isolated 
case, it might merely exemplify 
the exception that proves the rule; 
but we are sure it is typical of 
what has happened, and will hap- 
pen, to thousands of other indi- 
viduals who continue to believe, 
however naively, that opportunity 
still knocks as frequently as ever 
to those who give the old girl 
something to knock on. 


ADVERTISING 


—Reproduced by permission of United Feature .Syndicate, Inc. 
"Th' union was pleased with that full page ad about Amalgamated Steel. Now 


Amalgamated wants us to 


do one about th' union." 


Revenge in Dallas 


Outside of California, probably 
no state is so notable for its fervor 
and versatile wackiness as Texas. | 
Operative W. T. Randolph, in| 
Gladewater, Tex., spotted some) 
classified copy which ought to| 
bring tears of joy to the eyes of| 
many ex-G.I.s. Excerpts from the 
ad, which ran in the Dallas Morn- | 
ing News: ‘Former first class pri- | 
vate reorganizing former large 
construction company. Opening 
for colonel with snappy military 
bearing as elevator boy, doors 
open from sitting position; also 
opening for ex-major as office boy, 
must be able to dust. Need few 
second lieutenants as messenger 
boys, bicycles furnished. Can use 
few privates in vital positions. . . 
Am trying to sift the officers apart 
as all, regardless of rank, want 
the sitting elevator job. However, 
most officers failed to state how 
many hours they had in the air. 
One officer replied in septuplicate, 
which was correct, evidently a 
West Pointer. Officers should prac- 
tice on any elevator handy, as no 
ex-private likes to be jerked 
around. Officers replying were 
good eggs, but the enlisted men 
were positively inspirational.” 

Somewhere, deep in the heart 
of, sits an immensely satisfied man. 


Plain Talk 

Out of the Southwest comes a 
bit of frank talk which is hearten- 
ing. The Southern Pharmaceutical 
Journal, Dallas, publishes a 
monthly bulletin called SPJ Jr. 
Anyhow, some ad manager implied 
that he bought space in sectional 
magazines because he “had to.” 
Smarting at the sinister implica- 
tions of the phrase, SPJ unlim- 
bered its editorial six-guns: “As 
far as we know, this publication 
never in its life solicited advertis- 
ing on the hatchet basis—frankly, 
we never had to. We can influ- 
ence the better five-sixths of the 
drug stores in the Great Southwest 
to the extent that the industry is 
best served—our advertisers will 
tell you that. We will never use 
our influence to do less. Our in- 
fluence is for sale (see our rate 


card)—but our reputation can’t 


be bought by the sale of an addi- 
tional page because any manufac- 
turer is afraid of our influence. 

e haven’t the time to bother 
with hurting anybody because all 
our time is spent helping people.” 


No Stability 

One of our colleagues, who re- 
cently returned to honest toil 
after three years with King, Knox, 
Forrestal & Co., sat down with his 
source list and went to work. 
Later in the morning, the Ad- 
libber noted a look of frustration 
on his face, and learned that the 
highly reliable source book of 
three years ago was now prac- 
tically worthless. Miss Blank was 
no longer with the organization, 
Mr. Blow was now (confiden- 
tially) with another agency and 
(even more confidentially) so was 
his account. This led us to ponder 
again on the excessive migration 
that goes on in the advertising 
business. Without undue strain to 
our mental fibres, we can think of 
several admen we know who have 
a long and substantial history with 
a single company or agency. On 
the other hand, we can name per- 
haps twice as many whose busi- 
ness Odyssey reads like the Stand- 
ard Advertising Register. In fact, 
we sometimes wonder if the ideal 
advertising man’s personality 
should not include—besides the 
traditional cliches of a news nose, 
an artist’s eye, and a finger on the 
public pulse—a perpetually itching 
foot. 


Jottings 

Paul Kranzberg of Padco, Inc., 
St. Louis, thinks someone ought to 
say something about the tie-up 
possibilities in a recent issue of 
The Saturday Evening Post, and 
apparently your Ad-libber is 
elected. Didja notice the one with 
the John Falter cover showing a 
windy day under the El in Chi- 
cago, which also contained an 
Ethyl ad with a drawing by Keith 
Ward showing a gal approaching 
the Chicago Art Institute, while 
protecting herself with both hands 
from the ravages of the Michigan 
Ave. wind? ... 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2628. Postwar Plans of Hous- 
ton Families. 

The family (composition and 
income), the home (ownership or 
intent to own), buying plans and 
buying habits, including autos, 
radios, houseLold appliances and 
foods, are put forth in this new 
study, issued by the Houston 
Chronicle, The sample used, 6,669 
interviews, covered 50 census 
tracts within the city limits and 
16 surrounding territories. The 
final section of the study deals 
with the effect of advertising on 
family purchases, tabulating the 
answers to the question, “What 
type of advertising do you depend 
on most?” 


No. 2633. How to Sell. 

A series of sales training ar- 
ticles that have appeared in In- 
fants’ & Children’s Wear are con- 
tained in this booklet, issued by 
Haire Publishing Company. The 
foreword points out that “even 
stores having regular personnel 
departments find that it is im- 
possible to give training in selling 
specific merchandise for specific 
departments,” and these articles 
dealing with infants’ and chil- 
dren’s merchandise should be a 
help as a text for new personnel 
or as a refresher course. 


No. 2629. Personal Grooming 
Habits. 


A new study in Good House- 
keeping’s continuing consumer 
panel series is this one, which 
goes into great detail about the 
use of all sorts of cosmetics. Prod- 
ucts include not only stuff for the 
face, but also shampoo, deodorant, 
manicure items and perfume, and 
shows frequency of use, and an- 
swers by age groups. 


No. 2621. Reader-Consumer Panel. 


The American Home has issued 
this report on its latest reader- 
consumer panel, which is devoted, 
principally, to an analysis of the 
answers to questions about home 
repair and remodeling plans. The 
tabulated percentages show extent 
of planned improvements this 
year, expected expenditure, kind 
of heating equipment that will be 
purchased, etc. 


No. 2627. Radio Listening Habits 
in the Gary Trading Area. 

Day-to-day listening trends lead 
off this report of a survey con- 
ducted for the Gary Post-Tribune. 
The study, which covers a three- 
week period, tabulates listening 
habits in the Gary, Ind., trading 
area for morning, afternoon and 
evening hours, and shows the 
number of sets tuned in, how 
many listeners knew the name of 
sponsor or product, and gives an 
“advertising effectiveness” rating. 


No. 2622. The Golden Crescent- 
Three Million Market of Pros- 
perous Farm Folks. 


The market composed of the 
“golden crescent states” — Mich- 
igan, Ohio and Pennsylvania—is 
discussed in this folder, issued by 
Capper-Harman-Slocum, publisher 
of Ohio Farmer, Michigan Farmer 
and Pennsylvania Farmer. Farm 
ownership, rank of these states in 
number of electrified farms, own- 
ership of equipment and machin- 
ery, and production of crops and 
dairy products are covered. 
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Commerce Reveals 
Detailed Findings 
on Farm Listening 


Washington, April 16.—The Bu- 
reau of the Census provided for 
the record as the FCC resumed its 
study of clear channel radio serv- 
ice today, 12 volumes of charts and 
figures constituting the most com- 
prehensive study ever made of 
U. S. radio coverage. 

Adding to the more than 500 
charts on individual station “circu- 
lation” previewed at the FCC in- 
formation office last month (AA, 
April 1), Census supplied literally 
thousands of additional break- 
downs showing such details as re- 
ception by type of station at Cook 
Lake, Minn. 

The Census data was collected 
in a mail and personal interview 
canvass made at the request of the 
commission more than a year ago, 
as FCC decided to find out 
whether the powerful clear chan- 
nel stations were reaching the 
rural areas, and bringing the kind 
of programs rural people wanted. 


Discusses Listening 


Unlike an earlier Bureau of 
Agricultural Economics study 
which deals largely with program 
preference, the Census study con- 
centrates chiefly on the coverage 
of each clear channel station, with 
the results tabulated by type of 
station, by region, day and night, 
summer and winter. 

Although entered into the record 
of the clear channel hearing, only 
a limited number of sets of the 12 
volume Census study are available 
at FCC, with the commission re- 
serving the right to distribute its 
scant supply on the basis of need. 
A copy of the report may be in- 
spected at the FCC information 
division, however. 

In opening the second set of 
clear channel coverage hearings 
today, Acting FCC Chairman 
Charles Denny Jr. said that a 
third and final set of hearings will 
be held in July, and that the clear 
channel matter may be decided in 
mid-August or early September so 
that a final decision is made by the 
North American Regional Broad- 
cast agreement deadline of Oct. 1. 

The Census Bureau found that 
only 46% of rural residents listen 
to farm service programs: 77% of 
the farmers, and 30% of the non- 
farm rural residents. Of those 
who do not listen to these farm 
service programs only 5% would 
like to be able to get them. 


500,000 Questionnaires Mailed 


Census found that farm people 
on the average turn their radios 
on at 7:18 a.m., while nonfarm 
rural residents turn on at 7:54. 
On the other hand farm sets are 
off at an average of 9:48 in the 
evening, while nonfarm are on 
until 10:18. 

Most common reason for listen- 
ing to a specific station, Census 
found, was that reception was bet- 
ter. 


of 75%, while other popularity 
reasons were like general pro- 
gram, or a specific program. 


PARDON US 


Some New Customers 

Are Waiting For You 

if your business is in something 
to eat or drink 

. or something to wear, or just 


that really 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and re a oe of this 7 bil- 
lion do. market. t the facts on 
some of the success stories built 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Percentages tuning to a sta-| 
tion for this reason ranged upward | 


In making the survey Census 
sent out nearly 500,000 mail ques- 
tionnaires, and made 8,000 per- 
sonal interviews in the _ 1,040 
sample countries. The mail ques- 
tionnaire drew 93,000 replies or 
18%, greatly exceeding the pre- 
poll expectation of 10% response. 


LOCAL OWNERSHIP 
FAVORED BY FCC 

Washington, April 16.—FCC ré- 
iterated its preference of “home 
ownership” of radio stations, and 
its qualms about newspaper own- 


ership in deciding three contro- 
versial standard station cases this 
week. 

In one case, FCC awarded a 250- 
watt station in Savannah, Ga., to 
A. C. Neff, because “neither of the 
other applicants has the complete 
and all-inclusive identification 
with Savannah. . . Between an ap- 
plicant resident of the community 
to be served and applicants of 
which the majority of the stock 
control resides in persons who are 
not longtime residents of the com- 
munity, the commission believes 


it will best serve the public inter- 
est to prefer the former,’ FCC 
said. 

At Orangeburg, S. C., FCC 
awarded a new 250-watt station to 
the Observor Radio Company, 
owned by five long-term local resi- 
dents, and two newcomers, includ- 
ing G. Paul Browne, commercial 
manager of WAIM, Anderson, S. C. 

In the Orangeburg case, FCC 
ruled out the application of James 
Izlar Sims, president and director 
of the Times & Democrat, only 
local newspaper, and owner of 


13 


controlling interest in two of 
Orangeburg’s three theaters, on 
the theory that “on a comparative 
basis we are obliged to make the 
grant to the applicant which has 
no connection with these other 
media for the dissemination of 
news and information.” 

The commission also decided a 
Glens Falls, N. Y., 250-watt station 
dispute in favor of Great Northern 
Radio, because Martin Karig Jr., 
holder of 51% of the stock, planned 
to live in Glens Falls and devote 
full time to the station. 


ANSWER: He’s a Newsweek reader—one of the 
750,000 influential heads of families to whom 
Newsweek is vital reading every week:— 


1. Newsweek families earn big incomes — more 
than three times the national average. 72% get 
their earnings from industry and business, 11% 
from the professions. 


2. They go in for active sports. More than one in 
10 lists sailing as a favorite sport. 


3. They support civic and welfare causes, con- 
tribute an average of $222 a year to charities. 


THAT’S THE TOP OF THE MARKET FOR YOU! 
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Rate 


IN CHICAGO 


Percentage of advertising expenditures placed in each Chicago 
newspaper by retailers of WOMEN’S clothing: Year 1945 


51.9% 14.7% 13.8% 10.6% 9.0% 


CHICAGO PAPER B PAPER C PAPER D PAPER E 


TRIBUNE 


you sell to men or to women, you get more of what you want in 
Chicago when you build your promotion around the Tribune. 


Take clothing, for example. Retailers of women’s clothing last year 
spent a total of $4,774,752 for advertising in all Chicago newspapers. Of 
this total, they placed in the Tribune $2,478,144—or 51.9%. This was 
251.8% more than they placed in any other Chicago newspaper— and 
more than they placed in all other Chicago newspapers combined. 

Retailers of men’s clothing last year made an expenditure of $1,435,026 
for advertising in all Chicago newspapers. Of this amount, they placed in 
the Tribune $651,126, or 45.4%. This was 70.0% more than they placed in 
any other Chicago newspaper—and more than they placed in any two 
other Chicago newspapers combined. 


THESE CHARTS PROVE 


YOU GET MORE OF WHAT YOU WANT 


WHEN YOU BUILD YOUR PROMOTION 


AROUND THE TRIBUNE! 


Percentage of advertising expenditures placed in each Chicago 
newspaper by retailers of MEN’S clothing: Year 1945 


45.4% 26.7% 11.6% 10.8% 5.5% 
CHICAGO PAPER B PAPER D PAPER C PAPER E 
TRIBUNE 


These merchants who know Chicago make the Tribune their number 
one medium because, every day of the week, the editorial attractions of 
this newspaper enable them to place their offers before Chicago's largest 
constant audience of men and women. 


With more than 1,040,000 net paid on week-days, the Tribune delivers 
from 500,000 to 670,000 more total circulation than other Chicago daily 
newspapers. And with more than 1,450,000 net paid on Sundays, the 
Tribune delivers from 300,000 to 985,000 more total circulation than other 
Chicago Sunday newspapers. 

To get more of what you want in Chicago, do as Chicago retailers do: 
build your premotion around the newspaper more people read and want— 
the Tribune. Rates per 100,000 circulation are among America’s lowest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPF™ 
March average net paid total circulation: Daily, Over 1,040,000 
—Sunday, Over 1.450.009 
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50,000 WATTS—CLEAR CHA 


Sign of Spring: 


Fungus Campaign 


New York, April 16.—Charmed 
by the approaching season of in- 
fested sweat socks, booby-trapped 
shower decks, and virulent swim- 
ming pools, Scholl Mfg. Company 
this week increased its advertising 
budget for Sulfa Solvex, a remedy 
for athlete’s foot. 

Hammering at the same basic 
theme, the effectiveness of the 
proprietary against the foot fun- 
gus, copy will appear in American 
Magazine, The American Weekly, 
Collier’s, Life, Parents’ Magazine 
and The Saturday Evening Post, 
beginning with April issues. 

Donahue & Coe is the agency. 


Heads Armstrong Export 


Armstrong Cork Company has 
appointed F. M. Ritts general 
manager of its export division. 
Beginning as a salesman in 1922, 
he advanced to assistant general 
manager of the munitions division 
during the war. 
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Spokane Newspapers 
Make Appointments 


Gilbert P. Swanson has been 
appointed to a newly created posi- 
tion, that of advertising sales man- 
ager, of The Spokane Spokesman- 
Review, Spokane Daily Chronicle 
and the Pacific Northwest Farm 
Trio. In this capacity he will act 
as executive assistant to Tom J. 
Turner, business manager. 

Walker Irwin, former feature 
advertising chief of The Spokes- 
man-Review, has been appointed 
acting advertising manager of the 
Pacific Northwest Farm Trio. E. E. 
Clark, former acting circulation 
manager, has been made circula- 
tion manager of The Spokesman- 
+ fed and Spokane Daily Chron- 
icle. 


Marshmallows Bow 


Shotwell Mfg. Company has in- 
troduced Fortified Puritan Marsh- 
mallows, packed in a 4-oz. cello- 
phane bag. The confection is being 
promoted in half-page, four-color 
space in The American Weekly, 
This Week Magazine, and more 
than 20 metropolitan Sunday 
newspapers. 


Ever meet a guy with a Habit? He's 
in a groove, in a rut, on a track... 
and you're pretty sure of what he’s 
going to do. 


Be kinda nice to put a notion in his 
noodle, eh, about how good your 


6 goods are? Then not only have you 
got him sold, he’s’ practically your 

Wi I) S unhired salesman. 
$64 = That's what advertisers in Dell De- 


4 | bl tective Group are finding out. 
availanie 


for 


Dell Detective Group has a whole 
market, of guys with a Habit of read- 
ing fact-detective matter. Such men 
aren't interested in general maga- 
zines. Nor do they go for news, 
magazines. Thus Dell presents you. 
with a vast male market scarcely to be 
reached in any other way. 


Advertisers who hope to cover their 
market effectively and economically 
have a wedge and sledge hammer 
opening in Dell Detective Group. 
Our representatives will be glad to 
answer any of your questions. 


= DELL 4 


Detective Group 


Human Interest Stories mith @ punch 


"| DELL PUBLISHING CO., INC. 
149 Madison Ave., New York 16 


CLUES TO THE DELL MARKET .. . Median age of reader, 35.8 
«++ median income $2,950 . . . 3.4 persons per family . . . 77.8% are 
married . . . 37.3% own their own homes... Dell Detective Group leads 
the field in linage and circulation, 
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Ws a Split 


Love is a pillar of strength and of joy, 
But personal preference it does not destroy. 


A wife may clean her teeth with sugar and spice, 
While her husband says, “Nuts, honey.” (Men are not mice.) 


Yes, if you’re in the business of selling toothpaste, 
Then personal preferences have to be faced. 


You’ve got to reach both sexes, both sets of teeth, 
And you’ll find where to do that by reading beneath. 


The American Magazine double-exposes 
Your ads to both sexes, it’s under both noses. 


Double exposure, a singular force, 
A shot in the arm for your 


(sales curve, of course). 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 


Y a 
Decision. 


DOUBLE-EXPOSES 
YOUR ADS 
TO BOTH SEXES 
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Newsprint Stocks 


in Sharp Decrease, 
ANPA Reports 


New York, April 18.— Daily 
newspapers reporting to the 
American Newspaper Publishers 
Association show that stocks of 
newsprint paper on hand were 29 
days’ supply at the end of March 
1946 compared with 46 days at the 
end of March 1945; 48 days at the 
end of March 1944; 56 days at the 
end of March 1943; and 36 days at 
the end of March 1941. 

The 29-day stock is the lowest 
since 28 days at the end of No- 
vember 1936 and 29 days at the 


EDITORS! ATTENTION! 


Many magazines use our service. 
Good enlarged glossies make bet- 
ter reproductions. 


S. J. SILVERSTEIN 
180 W. Washington St. DEA. 7787 


end of June 1936, reports ANPA, 
and is a decrease of six days’ sup- 
ply since the end of February 
1946. 


Used 267,711 Tons in March 


Daily newspapers reporting to 
the ANPA consumed 267,711 tons 
of newsprint paper in March 1946 
compared with 22,802 tons in 
1945 (increase of 32%), and 258,- 
518 tons in 1941 (increase of 
3.6%). The year 1941 was the base 
year for calculating allowable use 
by newspapers under WPB Order 
L-240 until revoked effective Dec. 
31, 1945. During the first three 
months of 1946 these papers used 
712,009 tons of newsprint, a 26.5% 
increase over the first three 
months of 1945, and a 0.6% increase 
over the first three months of 
1941. 

Total estimated newsprint con- 
sumption in the United States, for 
March 1946, including all kinds of 
uses, was 377,058 tons, and for the 
first three months of 1946, it was 
estimated at 1,002,830 tons. 


Better Business 
Bureau Lambastes 
Raleigh Series 


Report Questions 
Testimonials and 
Scientific Appeal 


New York, April 18.—“The ad- 
vertising profession and business 
that has a huge investment in pub- 
lic confidence may well ask what 
right a few advertisers have to 
weaken the power of the adver- 
tising of thousands of businesses,” 
the National Better Business Bu- 
reau asserts in a special bulletin 
issued this week on the Raleigh 
cigaret testimonial campaign in 
newspapers, launched by Brown & 
Williamson Tobacco Corporation 
last February through Ted Bates. 


“The important thing about 
these testimonials,’ the NBBB 
emphasizes in a detailed, four- 


page analysis of the copy, “is not 
that they are testimonials—or that 
by some coincidence, the opinions 
and language are practically iden- 
tical and in forceful advertising 
style. The important thing is that 
these leaders in their own fields 
(Byron Nelson, Babe Ruth, Ben 
Hogan, Tyrone Power, Ralph Bel- 
lamy, Ed Sullivan, etc.) were 
asked—and agreed—to assume 
that they are also competent to 
pass judgment on the physiological 
effects of cigaret smoking. . . 


Not Impressed 


“In determining what the ad- 
vertiser expects the reader to be- 
lieve, we should not confine at- 
tention to: 

“a. The fact that the most 
powerful display says something 
very different from the actual 
claim; 

“b. The fact that this effect in 
some of the advertisements is en- 
hanced by dividing the statement 


PARENTS 


roceries . . 
MAGAZINE é 


CONSUMER REFUND 
OR REPLACEMENT 


‘4 
PARENTS’ 
MAGAZINE 
1F NOT aS 
ADVERTISED 
THEREIN 


BUY MORE 


and PARENTS’ mecexine 


has all-Parent readership 
in 890,000 homes! 


These seals increase confidence 
and sales for drugs . . 
. and clothing . . . 
and furniture. . 
building materials. 


. and 


. and 


THE PARENTS’ INSTITUTE, INC. « 


PARENTS’ MAGAZINE * 


YOUR NEW BABY 


CALLING ALL BOYS & 
SPORT STARS Ye TRUE COMICS ye REAL HEROES 


52 VANDERBILT AVENUE, NEW YORK 17, N. Y. 
BABY CARE MANUAL * 
The Parents’ Junior Quality Group: CALLING ALL GIRLS *& 
POLLY PIGTAILS ye TRUE AVIATION 


* SCHOOL MANAGEMENT 
CALLING ALL KIDS 
FUNNY BOOK 


Advertising Age, April 22, 1946 


at a crucial point by a layout de- 
vice; 

“c, The fact that some of the 
testimonials change the reference 
to ‘No other leading cigaret’ into 
‘no other cigaret’; or 

“d. The fact that there is no 
actual claim made that the scien- 
tific evidence refers to ‘right for 
taste, right for throat.’ ” 

Raleigh’s “evidence,” the NBBB 
said, is based on tests of samples 
of six brands of cigarets, includ- 
ing Raleighs, by a private con- 
sulting laboratory. ‘The report 
showed that the nicotine content 
in each of the brands tested was 
approximately the same; and so 
was the tar content. 

“The results were submitted to 
medical doctors who certified them 
as being correct. . . No complete 
study was made as to all the pos- 
sible factors in the cigaret smoke 
which might’ cause irritation. 
Therefore, measuring the nicotine 
and tars only does not offer ‘proof 
positive’ as to throat irritants. . . 

“This advertising is based on a 
chain of ‘scientific’ reasoning—and 
no chain is stronger than its weak- 
est link. The chain of logic in 
these advertisements is welded 
from smoke rings.” 


Texas Paper Mill 


Doubles Capacity 


Southland Paper Mills, Lufkin, 
Tex., has announced a $5,000,000 
expansion program to double its 
newsprint capacity. 

It is expected that new machin- 
ery, upping capacity to 100,000 
tons of newsprint annually, will 
be in operation by September, 
1947. 


Offers Speaking Course 


Kansas City’s Advertising & 
Sales Executives Club has 
launched a series of three 15-week 
courses in public speaking and one 
in parliamentary law. Classes be- 
gin April 22. 


Northwestern Michigan 
Manufacturers and 
Publishers Meet 

at Manistee 


The second meeting of its kind to 
be held where manufacturers and 
newspaper publishers discussed 
mutual COMMUNITY RELATIONS 
problems was held at Manistee, 
Michigan, Friday, April 12, 1946. 


The meeting was sponsored by the 
MANISTEE NEWS-ADVOCATE, 
John Batdorff, Publisher, and the 
MANISTEE BOARD OF COM- 
MERCE. 


Attendance was from the follow- 
ing cities — publishers from the 
newspapers bringing the manufac- 
turers from their cities as their 
guests. 


Big Rapids Pioneer 
Cadillac News 

Grand Haven Tribune 
Ludington News 

Manistee News-Advocate 
South Haven Tribune 
Traverse City Record-Eagle 


National Advertising Representative 


SCHEERER & CO. 


i el New York 17, 
. 44h Lexirgton Ave. 


Chicago | 


Member of the American Association 
of Newspaper Representatives 
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To the Chocolate & Mustard Shop 


of Benj. Jackson in Market Street, Philadelphia, ventured 
“sharp-nosed lads, shipboys, pert and perk ’prentices, cocksparrows 
to stay a pretty while, chuse confects, comfits, cates ...sweet-meats 

of almond-milk and maple-bread . . . hot spiced delights from 

the Isles of Spice ...the Indian Nectar in lumps and lozenges, 
balls and rowls ... cakes and chocolate sticks” ...and here too 
strode the squires “for sturdy mustard, to put the stomach in Good 


Temper, continue the vigor of the Spirit...” 


THE ANALOGY of ancient purveyor and modern press is not so 


far fetched. For like chocolate and condiment, the contemporary 
paper’s features, fashions, and news flashes diversify the daily 
diet, defy dullness . . . full-flavor, supply the mind’s dishes with 
seasoning, sweetness, savor, and smack... edge the enthusiasms 
and the intellect ... put the mordant bite on public malefactors, 
sting scandal .. . aid digestion of global deportments . . . and: 


leave the reader with a good taste, temper, and spirit. 


So May we modestly suggest that the Inquirer in Philadelphia— 
read by 575,000 families—will spice any sales program, give 
toathsome take for the local and national advertiser! Vendors 


with vision will sweeten your schedules now! 


The Philadelphia Anguirer 


The Sign of the 
Chocolate and Mustard Shop 
from the Pennsylvania Gazette, 
December 19, 1765. 
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Electronic Roaster 
May Revolutionize 
Coffee Marketing 


Silex to Distribute 
Machines to Retailers 
for 5c a Lb. Rental 


New York, April 18.—The im- 
minent formation of a new $10,- 
000,000 company to control the 
patent rights to an_ electronic 
coffee roaster which will be dis- 
tributed to retail outlets and which 
roasts green coffee before the con- 
sumer’s eyes in less than two min- 
utes was announced here this week 
by August S. Torres, Colombian 
coffee man who invented the ma- 
chine. 

Mr. Torres told AA that he ex- 
pects his machine to “revolution- 


ie 


ize coffee marketing.” Negotia- 
tions between Mr. Torres and the 


'Silex Company, Hartford, for ex- 


clusive U. S. distribution rights 
“have been agreed upon in prin- 
ciple” and contracts are now being 
drawn up, he said. 

The roaster will be owned by 
the company and rented to re- 
tailers for five cents a pound roy- 
alty on all coffee roasted. The 
machines are equipped with 
meters which measure the amount 
of coffee roasted, and the dis- 
tributor will service the roasters 
and collect the royalties at the 
same time. 


Cuts Packaging Cost 


Even though the royalty is 
greater than the customary profit 
margin on coffee, Mr. Torres said, 
the machine will be highly profit- 
able to both the retailer and coffee 
producer. The price of green beans 
is about eight cents on a pound 
of coffee retailing at 26 cents 
roasted and 17 cents on a pound 
retailing at about 60 cents. Most 
of the cost of coffee roasted by 


REVOLUTIONARY —This ‘“undressed" 
view of the new electronic roaster 
shows the “electronic brain" respon- 
sible for the completely automatic 
operation of the machine. 


conventional methods is involved 
in packaging, storage and han- 
dling. The major part of this cost 
will be eliminated, he said, be- 
cause green beans require no par- 
ticular care in handling or special 
conditions of storage or packing. 

The five cent royalty will cover 


the cost of the machines, service 
charges and advertising. Mr. 
Torres emphasized his advertising 
plans, stating that a great con- 
sumer educational campaign 
would be required to introduce 
the machine. .He estimated his ad- 
vertising expenditure when 100,000 
machines are on the market would 
be from $12,000,000 to $15,000,000, 
including point-of-sale, national 
and tie-in premium advertising. 


Jewel Has Option 

Present plans call for introduc- 
tion of the machine in quality 
stores at first, where advantages 
of flavor and quality are impor- 
tant consumer considerations. He 
expects that the appearance of the 
roaster, the novelty of the idea 
and the aroma and flavor of the 
coffee will supply the initial sales 
impetus in these markets. When 
production catches up, he said, dis- 
tribution will be extended to in- 
clude all types of retail outlets. 
He revealed that the Jewel Tea 
Company has an option on in- 
stallation of the roasters in its 
stores. 
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Silex will distribute glass jars 
and small coffee grinders, which 
have already been designed, as 
premiums in order to develop the 
market for store-roasted coffee, he 
said. 

Mr. Torres stated that the coffee 
producers and growers are ex- 
tremely enthusiastic about the 
possibilities of his invention in 
eliminating many of the “middle- 
men” in the present coffee mar- 
keting process and in increasing 
the market for green coffee. The 
packers, however, are just as 
greatly opposed, since the logical 
development of this type of coffee 
marketing would lead to the re- 
duction of brand value and the 
substitution of grades of green 
beans as consumer standards. He 
said, however, that this was not 
necessarily so and that the pack- 
ers and owners of brands could 
adjust their marketing procedures 
to the sale of green coffee instead 
of roasted. 


Eventual Cost 2c a Pound 


Some coffee producers had 
wanted the machine owned by 
the coffee countries and distrib- 
uted by them to the retailers, he 
said, but he prefers to retain own- 
ership of the patenis and to license 
the manufacturer. The Great At- 
lantic & Pacific Tea Company 
favored having the machine owned 
by the coffee industry and dis- 
tributed free to retailers, he re- 
vealed, but stated that he would 
not sell out his patent rights to 
any individual or group. 

After the heavy initial expendi- 
tures involved in introduction of 
the electronic roaster, Mr. Torres 
said that he expects to be able to 
reduce the royalty charge and ex- 
pected that eventually the ma- 
chines could be economically op- 
erated at a cost of from one to two 
cents a pound, resulting in a 
lowered cost to the consumer. 

A manufacturer has not been 
licensed as yet, although negotia- 
tions are under way with three 
companies. European distribution 
rights are being sought by H. L. C. 
Bendiks, he said, while bids for 
Latin American rights were made 
by Reciprocal Trade Corporation 
and D. Roditi & Sons, Inc. None 
of these negotiations have been 
concluded, he said. Albert Frank- 
Guenther Law is now handling 
publicity connected with forma- 
tion of the new company. 


Scoville Names Two 


C. Kenneth Thornton has been 
appointed advertising manager of 
Scoville Mfg. Company, Water- 
bury, Conn. Frank L. Smith, 
editor of the organization’s weekly 
bulletin, has been named coordi- 
nator of all publications. 


Uses Dailies for Broth 


G. Washington Coffee Refining 
Company, Morris Plains, N. J., di- 
vision of American Home Foods, is 
promoting Instant Broth in news- 
papers for the first time since 
November. Copy runs 200 and 
400 lines in 25 newspapers in 10 
large cities. Ruthrauff & Ryan, 
New York, is the agency. 


Faulkner Named Ad Chief 


Stewart Faulkner has resigned 
as manager of Pennsylvania-Cen- 
tral Airlines’ Chicago news bureau 
to become director of advertising 
and publicity of Continental Air- 
lines, with headquarters in Denver. 


Photostat divisions 

540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E. DELAWARE PL. 


STANDARD STUDIOS inc 


Photography 540 N. MICHIGAN AVE. 
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SATURDAY HOME MAGAZINE and 
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Bowman Gum, Inc. 


pss 
the one and 1 (feud ‘ 


National Distillers 
Products Corp. 


Theodore Dreiser, Kathleen Norris, Gertrude 
Atherton, Faith Baldwin and many other “hig 
names” are regular by-lines on Saturday Home 
Magazine features, They’re the “big names” 
that the sophisticated big-city readers in New 
York and Chicago look to for their weekend 
reading in the Saturday Home Magazine, * * 
And in the Saturday Home Comic, Thrills, Ad- 

venture, Laughs, Loves and Tears are on every 
program —in every issue—with such great all- 

Star comic features as “Popeye,” “Polly and 
Her Pals,” “King of the Royal Mounted,” “Buck 


Rogers,” “Tarzan” and “Mickey Mouse.” 


PAGES IN THE 
SATURDAY HOME Comic 
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Herald-American. The Comic Weekly, 955 Chicago 6, IU. 
Weekly and ve" N. Y¥.; Hearst Building, 
New York 19, N. 
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TAB Checks Travel 
mee sand Car Licenses 
: in Ft. Wayne Test 


New York, April 18.—Operation 
vate of a $50,000 survey of outdoor ad- 
“= vertising reader coverage being 

made currently by the _ Traffic 
Audit Bureau, Inc., in Fort Wayne, 
Ind., was described by Victor H. 
Pelz, managing director of the bu- 
reau, as unprecedented in its field 
and probably the most highly ac- 
curate reader survey of outdoor 
advertising “circulation.” 


Mr. Pelz, at the National Out-| panels. 


‘door Advertising convention, New 
York, told how the plan operating 
from March through May included 
two virtually overlapping checks, 
the daily travel survey and check- 
ing of passenger car licenses. 

In the daily travel survey more 
/than 3,900 persons over 14 years 
'old would be interviewed in Fort 
Wayne to determine where he or 
she went the day prior to the 
'check, how the trip was made— 
by foot, car or mass transporta- 
tion—the routes followed on each 
trip from home to destination and 
return. Travel habits of about 
1,300 homes will be covered, Mr. 
Pelz predicted. 


Plan Recognition Check 
The passenger car license check, 


Possibility that those who have 
opportunities to read the panels 
fail to do so will be checked in a 
house-to-house readership survey 
of posters on display during April 
in Fort Wayne. Twelve posters 
will be checked for recognition be- 
fore they are posted and after 
they have been exposed for 30 
days. 

The new plan is in marked con- 
trast to prior methods used to 
determine outdoor advertising 
readership surveys. Formerly, in 
accordance with regulations set 
up by TAB, plant operators made 
traffic counts which were audited 
by the TAB. 


Apply to Any City 
Methods being used in Fort 


borne by the Outdoor Advertis- 
ing Association of America, mem- 
bers of the Association of National 
Advertisers and various advertis- 
ing agencies through the Na- 
tional Advertising Bureau, and 
through some members of the 
American Association of Adver- 
tising Agencies. 

Mr. Pelz, formerly director of 
sales research for General Foods 
Sales Company, has been associ- 
ated with TAB since June 1, 1945. 


BBC Resumes Video 


British Broadcasting Corpora- 
tion’s London television service 
will be resumed June 7, ending a 
lapse that began with hostilities 
on Sept. 1, 1939. 

Transmissions on June 8 will 
include the Victory parade and 


made on one day during the week | Wayne are applicable to any city,|celebrations in London and at 
and on a Saturday will show fair-| Mr. Pelz declared. Through the| Buckingham Palace. 
Ss H re) ae T @) N ly conclusively the number of|new method of reader tabulation, ——_ 
pa FLOOR SPA C E ? || times any given car passed an out- it is believed that highly accurate To Lamb, Smith & Keen 
a Interested in renting old 4-story house ||@00r advertising panel. It will|travel flow charts will be available Pegasus Airfreight. Philadel- 
ms “as is” on Ohio St. near N. State? Or ||also give information concerning | as well as extremely accurate “cir- phia, and Johnson Laboratories 
c vacant same "block? . Write MARION the percentage of cars registered | culation” figures for outdoor pan- Hagerstown, Md., have placed 
GOVAN, 228 N. La Salle St., Chicago ||in Allen County, in which Fort els. their advertising with Lamb, 
1, Ilinois. Wayne is located, which pass the; Cost of the new survey is being|Smith & Keen, Philadelphia. 


Test your word knowledge 


of Paper and Printing 


3. Broadside 


1. Dragon’s Blood 
] Shade of red ink 


() Over-dramatie copy 
C) Resinous powder used in etching 


C) Large advertisement in folder form 
(] Single sheet, printed one side 
C] Single sheet, printed both sides 


< 


2. Brightness 


C) Reflectivity of paper for yellow light 


CL) Degree of whiteness 
() Color tints in paper 


4. Tru 
Cj An etching process 


LC) A type of matrix 
CZ An ultra-quality printing paper 


1 Dragon's Blood, a resinous pow- 3 
der, protects certain areas of an 
etched plate while others are being 
more deeply. The subtlest 
engravings show 


etched 
values of beautifu 
to perfection when run on 


considered by fine printers through- 


ANSWERS 


Levelcoat, 


out the country to be unsurpassed 


in paper. 


y] Brightness in paper is measured 
by its degree of whiteness. Bright- 
ness is a well-known characteristic of 
Levelcoat Printing Papers, a factor 
which gives halftones the contrast and 
vitality of life-like reproduction. 


4 


good printing sell. 


Trufect is an ultra-quality Kim- 
berly-Clark Printing Paper, the 
perfected result of research and 74 
years of practical paper-making experi- 
ence. So rich, so smooth, so clear and 
bright, TRUFECT provides precisely the 
luxurious background which helps 


Broadside, though often regarded 
asany type of mailer, is technically 
a large folder which, when opened, 
forms one large advertisement. 
Lustrous Levelcoat, printed on one or 
both sides, makes every sheet a per- 
fect background for color or for text. 


For black and white or 
color letterpress printing in 
publications, mail order 
catalogs, house organs and 
direct mail, select one of 
these Levelcoat grades— 
Trufect, Multifect or 
Hyfect. Kimberly - Clark 
Corporation, Neenah, Wis. 


* TRADE MARK 


PRINTING PAPERS 


A PRODUCT OF 


Kimberly 
Clark 


RESEARCH 
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SECRET OUT—The long-secret plans of 
Procter & Gamble to sell a new sham- 
poo have been revealed in its test now 
for Prell, a jelly-type shampoo. This ad 
appeared in the Herald, Fall River, 
Mass. Benton & Bowles is the agency. 


P & G Tests Prell, 
New Jelly Shampoo; 
Weighs Cosmetics 


Cincinnati, April 16.—Procter & 
/Gamble has begun tests of Prell, 
'a new jelly-type shampoo, in four 
lor five experimental markets, in- 
cluding Minneapolis, Providence, 
Fall River and Syracuse. 

Other tests are under way for 
Velvet Cream, a hand cream simi- 
lar to lotions now on the market. 

Prell has basically the same 
qualities as P&G’s heavily-adver- 
tised Drene, except that it is in 
jelly form. The giant soap-maker 
is using local newspaper advertis- 
ing and radio spots in the test 
markets, chosen as average, me- 
dium-size cities. 
| Plans for national marketing 
|will not be made until the tests 
have run long enough to assure 
definite results, an official said. No 
decision has yet been made 
whether to undertake full scale 
production of the jelly shampoo 
or to drop it. A spokesman com- 
pared the current test to a denti- 
frice company’s routine check of 
the sales power of tooth paste and 
powders. 

Likewise Procter & Gamble has 
nothing definite to say about re- 
ports that the company is going 
into the cosmetic field. Although 
several cosmetics are in the ex- 
perimental stage, P&G is relying 
mainly on established products. At 
times P&G has tried to develop 
different articles, but at this writ- 
ing has not been able to get the 
desired cosmetics line. Benton & 
Bowles is the agency for Prell. 


Toledo Print Service 


Expands into Agency 

Blade Printing & Paper Com- 
pany, Toledo, has expanded its 
advertising service, begun during 
war years, into a “complete serv- 
ice agency” operation. 

Ted Witter, formerly account 
executive with Howard Swing Ad- 
vertising Agency, Marion, O., has 
been named director of advertising 
accounts. Ken Nissen is art di- 
rector. 


Inviting Industry 


to WEST TEXAS! 


BRIGHTEST SPOT on the post-war 
map for industrial expansion and de- 
centralization, WEST TEXAS, "Raw 
Materials Capital of the World" of- 
fers low taxes and laws favorable to 
business; raw materials, cheap fuel 
and power reserves; under-industrial- 
ized progressive cities; ample man- 
power. ideal year ‘round working and 
iving conditions. 

Investigate West Texas Industrial Ad- 
vantages. Wire or write: 


WEST TEXAS 


Chamber of Commerce 
Headquarters Office: 
Dept. A-!, Abilene, Texas 
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NOUNCING 25000 | 


FOR APPLIANCES AND HOME PRODUCTS! 


{ae — Se ET 


Look! Amazing Outlets For Quick Sales Among Millions 
of Home-Owners You Don't Reach Any Other Way! 


HIs is one of the most amazing distribution stories 
to come out of postwar reconversion. 


Surveys have uncovered many a hidden “sleeper mar- 
ket.” 


But never before has anyone uncovered thousands of 
top-flight retail dealers that were there all the time. 
* % * *% * 


This quick-action “sleeper market” has been pioneered 
by us and by a few enterprising manufacturers. It is a 
natural and inevitable development, originally inspired 
by the prewar depression. It may be a surprise to you. 
It is no surprise to us, because we have helped foster 
this amazing distribution trend for years. 

Here are the facts: For many years, America’s annual 
building market was enormous. Over 10 billion dollars 
of new construction—homes, public works, commercial 
buildings, plants, maintenance, repairs of all types, 
went up in 1939 alone. 


Pearl Harbor put a big crimp in all this. But all through 
the war years, we kept our finger right on the healthy 
pulse of the whole building industry—with special em- 
phasis on America’s postwar homes and the men who 
we knew would build and equip them: America’s prac- 
tical builder-contractors, and America’s lumber and 
building material dealers. 

We undertook to survey this market. We went straight 
to the men who know—the same building material deal- 
ers who will supply and equip this enormous postwar 
construction. 

The survey proved conclusively what we knew all along— 
that over the years since post-World War I, these deal- 
ers have been gradually expanding their lines and their 
entire selling operation, until the term “lumber and 
building materials dealer” is a misnomer; just as much 
of a misnomer as a drug store, stationery store or radio 
retailer. 


Building Suppry News 


Today, these so-called “lumber and building material 
dealers” are actually one-stop, cash-and-carry, over-the- 
counter retail outlets for almost everything used to 
build and equip a home. Not only wallboard, roofing and 
siding, lumber, insulation, plywood, screens and doors, 
stock millwork, wood lath, tileboard, builders’ hardware, 
paints, storm sash, window glass, mason materials, 
asbestos and wood shingles, garage doors, kitchen cabi- 
nets and the like, but everything else from a flashlight 
to a fly-swatter. 

And here is the top set of facts our survey uncovered: 
Exactly 17,150 of these dealers plan to spend $124,887,- 
560 to remodel or build new yards, stores or offices, con- 
taining beautiful, modern display rooms worthy of 
any department store. THEY ARE GOING TO SELL 
ELECTRIC APPLIANCES, RADIOS, ELECTRICAL 
SUPPLIES, LINOLEUM, TOOLS, AND A HOST OF 
CONSUMER LINES THEY NEVER HANDLED 
BEFORE. AND GET THIS: ELECTRIC HOME 
APPLIANCES HEAD THE LIST! 


* * % *% % 


In the first 10 years of postwar, 15,000,000 families 
will buy new homes and at least 15,000,000 more 
will remodel, renovate, redecorate. These solid, substan- 
tial building material merchants, community leaders 
all, are planning for electric appliance and home prod- 
ucts selling because they know that to their new, beauti- 
fully planned showrooms and appliance departments 
will come the most alert, the fastest-buying home- 
owners in America. 


Here is the market with the ready money and the state- 
of-mind to equip 15,000,000 postwar homes with every- 
thing new from cellar to eaves. With no major changes 
in your present distribution set-up, you can get into 
this great market now. If you make a new postwar appli- 
ance or home product, and find that competition already 


59 East Van Buren Street, Chicago 5, Iil. 
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HOW THE BSN SURVEY AND POSTWAR SHOWROOM 
CONTEST SPOTLIGHTS GREAT NEW “HIDDEN MARKET” 
FOR ELECTRIC APPLIANCES AND HOME PRODUCTS: 
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DELIVERY 


First Prize-Winning BSN floor plan of Stebbins-Anderson Co., 
Cockeysville, Md., showing how lumber and building material 
dealers are now starting to display, demonstrate and sell home 
products in departmentalized “island displays.” 


has top distributors and retail outlets sewed up, you can 
build quick action and quick sales, without impairing 
future expansion through distributor-dealer merchan- 
dising. Get in touch with us and let us advise you. 


Those are the facts. Details are yours for the asking. 
% % %* & % 


Building Supply News is FIRST among these dealers in 
circulation, advertising volume, editorial influence and 
leadership. Circulation 12,255 ABC, each a lumber and 
building material dealer, 74% of whom are located in 
towns of less than 25,000 population. These primary 
dealer-readers route their copies to key employees for 
a total of 45,343 extra readers per month. Yet a 12-page 
black-and-white program still costs only $2,280. 
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Rochester, Minn., 


papers in the following circulation 
and format groups: 
Standard - size papers of more 
than 50,000 circulation: First hon- 
orable mention, Courier-Journal, 
Louisville, Ky.; second honorable 
mention, Times-Dispatch, Rich- 
mond, Va.; third honorable men- 


Daily Wins Ayer 
Typography Award ip cores Sis 


Philadelphia, April 19.—The|lected three runners-up in this 

Post - Bulletin, Rochester, Minn., group: New York Herald Tribune, 

has been awarded the F. Wayland | Los Angeles a a 
Ayer Cup, highest honor in the |delphia Inquirer. 

: 16th annual exhibition of 4 ‘Durham Herald’ Wins 
paper typography conducted Py) ...ndard-size papers of from 


ee meme pian an= | 10,000 to 50,000 circulation: First 
F established | honorable mention, Herald, Dur- 
| 


The afternoon daily, 
: ham, N. C.; second honorable men- 
in 1891, was selected from amNONE | ion, Eaole, Reeding, Ps: third 


— than 1,200 entrias im the 180 honorable mention, Herald, Rut- 
exhibition, which was open to all ‘and, Vt 


English-language dailies in the) Giindard-size papers of less 
United States. 


The award was |than 10,000 circulation: First hon- 


tion, the judges felt, naming the 
News, Rhinelander, Wis. 

Tabloids, regardless of circula- 
tion: Gazette & Daily, York, Pa. 


New NY Agency Denies 
‘Split Commissions’ 
Ridgway, Ferry & Yocum, New 
York agency, asserts that the 
headline on a story on its or- 
ganization and policies (AA, April 
15), which said that it plans to 
“split commissions on big ac- 


'counts,” was misleading. 


As the story pointed out, al- 
though commissions on billings 
above $500,000 will be divided 
with clients, the clients’ share of 
these commissions “will be re- 
tained by the agency as a reserve 
pool for extra services,’ such as 
merchandising, research and pro- 
motion. “No part of this credit 
may be used for commissionable 
space, talent, etc., nor revert to 


made on the basis of excellence of |5;able mention, Inquirer, Owens- | Clients,” says the agency. 


work. 


typography, make-up and press- |poro, Ky.; second honorable men- | 


‘tion, Journal, Antigo, Wis.; third | Fairbairn Moves Offices 
In -addition to the Ayer Cup honorable mention, New Mevican, | 


award, honorable mentions were Santa Fe, N. M. A runner-up also agency, has moved its offices to|pany’s sales staff following his 
awarded by the agency to news- forced its way into this classifica- | 


John R. Fairbairn, Hartford 


106 Ann St. 


Mutual to Welcome 
300th Station, WKRZ 


Mutual Broadcasting System 
will welcome its 300th station, 
WKRZ, Oil City, Pa., to the net- 
work with a special “300 Party” 
coast to coast broadcast Saturday, 
April 27, 5:30 to 7:30 p.m. EST. 

With this addition, leased com- 
munication lines linking Mutual 
now total 20,697 miles, according 
to Edgar Kobak, MBS president. 
The network has added 55 stations 
since Jan. 1, 1945, the date he as- 
sumed presidency. More than a 
score of entertainment acts, fea- 
turing many celebrities, will be 
presented from New York, Chi- 
cago, Buffalo, Nashville and other 
metropolitan centers, as well as 
from Oil City. 


Farrell Adds Two 


| John L. Sorrenti, formerly ad- 
|vertising manager of the Inter- 
,American, has joined the sales 
|staff of Farrell Publishing Corpo- 
ration, New York. George E. 
O’Connor has rejoined the com- 


jrelease from the armed forces. 
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Variety’s decision serves to confirm what we’ve 
been telling advertisers for a long time— 


SHOWMANAGEMENT AWARD 


for 
OUTSTANDING SPOT NEWS COVERAGE 


WE’RE PITTSBURGH’S AGGRESSIVE STATION 


a 


5 


NATIONAL REPRESENTATIVES 
WEED & COMPANY - NEW YORK - CHICAGO - SAN FRANCISCO - HOLLYWOOD + DETROIT - BOSTON - ATLANTA 


-— 


1410 KC—1000 W 
Permit for 5,000 watts 


granted and transmitter 
construction under way. 


Advertising Age, April 22, 1946 


NO MORE SCRAPING—This full page 
in Evansville, Ind., Flint, Mich., and one 
other test market gives plenty of details 
about the new Swift canned meats for 
babies and juniors. Needham, Louis & 
Brorby is the agency (AA, April 15). 


Douglas Aircratt 
Names 2 Agencies 
and Ups Budget 


_ Santa Monica, Cal., April 17.— 
Douglas Aircraft Company an- 
nounced today its appointment of 
\J. Walter Thompson Company to 
‘handle domestic advertising, and 
|Dorland International - Pettingell 
|& Fenton for foreign advertising, 
‘thus moving the entire: account 
| from The Essig Company, Los An- 
| geles. 

| Simultaneously, Donald W. 
| Douglas, president, said the com- 
pany’s advertising appropriation 
“has been increased for a world- 
wide advertising program built 
around Douglas’ postwar trans- 
ports and designed to support air- 
line operations wherever’ these 
planes are in service.” 

The campaign will have a two- 
fold objective: To promote the 
DC-6 and the LC-4, and to stress 
| Douglas’ engineering contributions 
|to aviation progress in the last 25 
| years. 


| Decker Heads Corning; 
Other Officers Elected 


William C. Decker, vice-presi- 
\dent, has been elected presi- 
‘dent of Corning Glass Works, 
| Corning, N. Y., succeeding Glen W. 
Cole, who has been made vice- 
_chairman of the board of directors. 
‘Other executive changes an- 
'/nounced are: Charles D. LaFol- 
— has been named treasurer 
and will continue as vice-president 
and director of sales; Eugene W. 
Ritter, vice-president, Mr. Decker 
jand Mr. LaFollette have been 
'added to the board. John L. Ward, 

formerly treasurer, has been 
|/named manager of the bulb and 
‘tubing division. 
Dr. Eugent C. Sullivan, formerly 
|vice-chairman of the board and 
{director of research, has been 
elected honorary’ vice-chairman. 
|Dr. Jesse T. Littleton, vice-presi- 
|dent and associate director of re- 
search, has been appointed direc- 
| tor of research. 


— to C. of C. 


Leonard B. Gross, former as- 
|sistant director of public service 
‘for Station KPO, San Francisco, 
/has been appointed assistant pub- 
\licity manager of the San Fran- 
cisco Chamber of Commerce. 


BONDED SPECIAL 


DELIVERY SERVICE 
Messengers @ Cycles @ Cars @ Trucks 


| Our service includes a fleet of trucks 
| from half-ton to ten-ton capacity, for 
every type of truck service, and a fleet 
| of cars, motorcycles and bicycles for 
| loop or citywide errands. 


| CANNONBALL 
| Messenger & Truck Service 
| 412 N. Wells St., Chicago 
| PHONE DEL. 1234 
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Maintaining Package Remembrance 


Remember this wrapper! 


RSS 


ons Win, Wrigley Jr. Company 


@ on consigning your entire output to the armed forces 
during the war 


@ on an outstanding job in maintaining package remem- 
brance even though your product was temporarily off 
the market 


@ on good advertising year in and year out, these many 
years 


@ on your success . . . It is deserved 
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Half of Agencies | 
Close Saturday, 


Survey Reveals _ 


Chicago, April 16.—You have a} 
better than 50% chance of finding 
a Chicago advertising agency or 
publisher’s representative’s office 
open on Saturday morning, and a 
slightly better chance on a minor 
holiday, such as Lincoln’s Birth- 
day. 

These are the conclusions of a 
survey by Agricultural Publishers 
Association, Chicago, announced 
here last week. The survey, com- | 
piled from a questionnaire sent by | 
Lloyd Burlingham, executive sec-| 
retary of the association, asked | 
agencies, representatives and “al- 
lied advertising interests” what 
their policy is on (1) staying open 
Saturday morning, (2) staying 
open with a skeleton force, (3) 
staying open on minor holidays, 


and (4) whether the same policy 
was followed winter and summer, 
The results of the survey: 


Open Staff Closed 

Agencies 

(131 replies) 
Saturday a.m. ...23 52 56 
Minor Holiday . .66 24 41 
Representatives 

(169 replies) 
Saturday a.m. ...25 69 75 
Minor Holiday . .48 40 81 
“Allied Interests” 

(11 replies) 


Saturday a.m. ... 3 t 4 
Minor Holiday .. 6 1 4 
Same Policy, Summer and Winter? 
Yes No 
BOONES 6 iisi scence 105 25 
Representatives ...... 152 17 
Allied Interests ...... 7 4 


Offices reporting that they did 
not follow the same policy during 
summer and winter months quali- 
fied their statements by saying 


that they were more inclined to 
close during June, July and Au- 
gust. 


Reise Heads NAPD 


George H. Reise, director of per- 
sonnel and industrial relations of 
Milprint, Milwaukee, has been 
elected president of the National 
Association of Personnel Directors, 
succeeding T. O. Armstrong, man- 
ager of industrial relations, West- 
inghouse Electric Corporation, 
Springfield, Mass. 


Rosenberg Opens Agency 


Milton B. Rosenberg, formerly 
advertising director of Hearn De- 
partment Stores, New York, which 
he joined 13 years ago, has formed 
his own advertising agency, Mil- 
ton B. Rosenberg, Advertising, in 
Passaic, N. J. 


Whittemore to BBD&O 


W. C. Whittemore Jr., formerly 
with the Headley-Reed Company, 
New York radio representative, 


and the Coca-Cola Company, has 
joined the marketing and mer- 
chandising division of Batten, Bar- 
ton, Durstine & Osborn, New 
York. 


Expands A-1 Sauce Drive 

G. F. Heublein & Bro., Hartford, 
Conn., will promote A-1 sauce in 
15 national magazines and 187 
newspapers throughout the coun- 
try, through Lawrence C. Gum- 
binner Advertising Agency, New 
York. Copy will dramatize spe- 
cific uses for the sauce. 


Heads Canadian Group 


Philip S. Fisher, president of 
the Southam Company Ltd., has 
been elected president of the 
Canadian Daily Newspaper Asso- 
ciation. Other officers elected at 
the annual meeting were: H. G. 
Kimber, general manager of the 
Globe & Mail, Toronto, first vice- 
president; H. L. Garner, publisher 
of Peterborough Examiner, second 
vice-president; W. J. J. Butler, 
Globe & Mail, treasurer, and Dun- 
can MacInnes, secretary. 
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DOMINATE THE BUSINESS MARKET—Use all Four 


Figures bas 


ed on latest avoiloble information from publications. 


Nation’s 
| BUSINESS 


WASHINGTON, D. C. 


Imperial Glass 
Offers Dealers 
Full Ad Support 


Bellaire, O., April 16.—As a 
“Gateway to Spring Sales,” four- 
colcr national magazine advertise- 
ments for the first half of 1946 
are reproduced in a new folder 
being sent to its dealers by Im- 
perial Glass Corporation. 

Imperial’s consumer ads will ap- 
pear between now and June in 
Better Homes & Gardens, The 
Bride’s Magazine, Gourmet, Guide 
for the Bride, Holland’s, House 
and Garden, House Beautiful, 
Ladies’ Home Journal and Sunset, 
and will reach a total of more than 
18,500,000 readers. 

Production, sales policy and 
other developments at the Im- 
perial plant are to be incorpo- 
rated in a trade publication ad 
series, scheduled for American 
Glass Review, China and Glass, 
Crockery and Glass Journal, The 
Gift and Art Buyer and Retailing 
Home Furnishings. In addition, 
the company’s advertising depart- 
ment here offers dealers a free 
newspaper ad service, newspaper 
mats, radio copy, counter cards, 
|pick-up folders and identification 
| easels. All were created and pro- 
duced under supervision of Gut- 
man Advertising Company, Wheel- 
ing, W. Va., Imperial’s agency. 

Imperial’s philosophy is_ set 
forth in a statement by Carl Gust- 
key, president, who points out that 
although it is “rather young in 
|the ‘nationally advertised’ table- 
| ware group,” it was the first: con- 
_sistently to show table glassware 
“in use” in national ads; to use 
'full-color pages for this purpose; 
'and to adopt a “program of day- 
| in-and-day-out modern merchan- 
dising assistance by the dealer 
|helps shown elsewhere in these 
/pages, the combination of our 
| glassware promotion calendars and 
these advance presentations of our 
|advertising programs.” 
| The full-color advertisements 
feature use of Imperial’s hand- 
| crafted Candlewick and Cape Cod 
|erystal with a reminder to the 
dealer that “Your fair quota will 
bring you quick turnover—and 
profit.” 
| Manufacturing difficulties are 
| “still severe and most difficult,” 
'Mr. Gustkey declares, and the 
| Bellaire plant will remain closed 
| to all visitors during the next few 
months. The factory office and 
'showrooms will continue to wel- 
,come visitors, he says, and all 
dealers are urged to keep in touch 
with the Imperial salesmen in 
their districts. 


‘Daily’ for Shoe Fair 

Boot and Shoe Recorder, New 
York, will again distribute its 
Convention Daily in Chicago, Oc- 
tober 28, 29 and 30, during the 
1946 National Shoe Fair. 


CANNOT BE SOLD 
| FROM THE OUTSIDE 


Home-carrier-delivery 


Bayonne family subscrip- 
| tion 

More circulation among 
| Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


NEW JERSEY 


| BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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The Globe-Democrat’s 
continuous survey 
of retail grocer sales 


has made St. Louis 


Here are the 27 food classifications in 
the Globe-Democrat’s Grocery Audit 


difficult,” 
and the 
in closed 
next few 


America’s No. | test market 
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Bar Laundry Soap 
Cake Flour 
Dehydrated Soup 
Chili Con Carne 
Cleansers 
Water Softeners 
Bleaches 
All Purpose Flour 
Pancake Flour 
Prepared Flour Mixes 
Toilet Soap 
Coffee 
Instant Coffee 
Dry Dog Food 
Ready-to-Eat Cereals 
Hot Cereals 
Shortening 
Margarine — Butter — Lard 
Evaporated Milk 
Peanut Butter 
Baby Food 
Baby Cereal Food 
Catsup and Chili Sauce 
Canned Soup 
Desserts 
Spiced Luncheon Meat 


Louis Globe-Demorrat 


To learn which way the wind blows and how to set your sales, 
turn to St. Louis and the St. Louis GLoBE-DEMocrat’s Grocery 


Store Audit... the perfect combination for test campaigns. 


Keeping a continuous, accurate check on 450 products in 27 
grocery store classifications, the GLoBE-DEMocRAT survey quickly 
shows where you and your competitors stand in this busy mid- 
west market. It clearly reflects the effects of all efforts to stimu- 


late sales . . . price, packaging, merchandising, and advertising. 


This valuable Audit is available to you. Write the St. Louis 


GLoBeE-Democrat, Dept. 100, St. Louis, Missouri. 


/ 
Only the Globe-Democrat <>, 

claims to cover successfully — Mon 
the rich and important market \ _ 

of the 49th State, which includes 87 counties 
in Eastern Missouri and Southern Illinois. 
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In growth, influence, circulation 
and lowest-cost coverage 


SPORTS AFIELD IS NO. 1 
In editing sparked by big-name 
writers and artists 


SPORTS AFIELD IS NO. 1 


In the sportsmen market that 


buys the best of everything 


SPORTS AFIELD IS NO. 1 


Yes, SPORTS AFIELD is 
the unquestioned leader with 
500,000 guaranteed! * 
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Club Prints Yearbook 

The Cleveland Advertising Club | 
has printed a 300-page yearbook, 
its “Roster and Buyers’ Guide.” 
Prepared by Chester W. Ruth, di- 
rector of advertising, Republic 


Steel Corporation, and Charles 


Farran, vice-president, Griswold- 
Eshleman Company, the plastic- 


bound book contains membership | 
rosters of the Advertising Club and | 


other Cleveland sales and ad- 
vertising clubs, articles on oppor-| 
tunities for newcomers in advertis- | 


|ing and related fields, reviews and 
pictures of club activities in 1945, 
‘and the like. 


Fi irm Changes Name 


Industrial Sound & Electronics 
Corporation, Hartford, Conn., has 
'changed its name to Staunton 
Electronic Products, Inc., in order 
not to conflict with another or- 
ganization operating in Hartford 
under the old name. Ownership 
|remains unchanged. 
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‘Keeseley Joins Mutual 


Nick Keeseley, manager of pro- 
gram sales for the last three years 
at Columbia Broadcasting System, 
is resigning April 22 to join Mu- 
jtual Broadcasting System in a 
‘similar position. 
| In the radio industry for 18 
years, Mr. Keeseley was pre- 
viously talent buyer, director, pro- 
ducer and account executive for 
\N. W. Ayer & Son. 


Alex Golden Named 


Alex Golden, Detroit public re- 
lations and publicity executive, 
has joined the Institute of Public 
Relations to handle the Hudson 
Motor Car Company account. 
Identified in the past with Camp- 


\bell-Ewald Company, Ross Roy, 


Inc., and J. Walter Thompson 
Company, Mr. Golden will make 


his headquarters in Detroit. 


Gerard Joins Conde Nast 

Melvin Gerard, for the past three 
years sales promotion manager of 
American Home and formerly pro- 
motion manager for Crowell-Col- 
lier Publishing Company, was re- 
cently named manager of promo- 
tion and.publicity for Conde Nast 
Publications, Inc., New York. He 
succeeds Albert Kornfeld, newly 
named executive editor of House & 
Garden. 


Wheeler to Y&R 
Mexico City Office 


Stirling R. Wheeler was named 
manager of the Mexico City office 
of Young & Rubicam. The office, 
a wholly owned subsidiary of the 
New York firm, was opened late 
last year. Accounts handled there 
for Latin-America promotion in- 
clude General Foods and Borden 
‘Klim dried milk. 


“But weve announced our 
new plans and products... 


what is there 
fo say now a 


Shall we tell em? 


* McGraw-Hill Publication - 


Beis 
ELECTRICAL MERCHANDISING 


The dealers’ choice year after year 


330 West 42nd Street «+ New York 18 


What if you have announced your new models, your advertising and selling 


everything else today is new. 


the right kind of campaign. 


P| y 


Electrical Merchandising circulation 
of 35,000 blankets every desirable 
outlet from coast to coast. Secondary 
coverage assures your reaching the 


plans, and shown your line at the January markets? 


as well. Mid- 


relations job. 


month News issue now enables 
“Merch” to do an even better dealer- 


That was yesterday—and there’s more to be done! Just remember that your distribut- 
ing organization is probably totally inexperienced. Or it includes so many new faces 


as to be almost a beginner outfit. Even tho’ the name on the franchise is an old one, almost 


While they're waiting for deliveries, organize and conduct a program of dealer educa- 


tion. Electrical Merchandising will help you make the sales meeting a year-round affair. 


The single most potent force in the appliance and radio industry, “Merch” is a HOW 


magazine all the way through. The better dealers know it, respect it—they’ll respond to 
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‘You Want It 
Yellow,’ Parkay 


Carton Proclaims 

Chicago, April 17.—“‘Why Can’t 
We Color It?” Kraft Foods Com- 
pany asks on the carton for its 
Parkay margarine — and proceeds 
to tell the housewife why. 

“You get margarine white—You 
want it yellow,” the buyer is told 
if he takes the trouble to read the 
inside of the red, yellow and blue 
carton. “Kraft would like very 
much to color Parkay for you 
where it’s made. It would be very 
much simpler and would add noth- 
ing to the cost, but we can’t do it.” 

Margarine makers are prohibited 
by law from selling colored mar- 
garine at any price in 24 states 
from California to Wyoming; and 


‘in addition to these state laws 
| there is a federal statute imposing 


a tax of 10 cents per pound on all 
colored margarine sold in this 
country. “Obviously this 10-cent 
tax on colored margarine is passed 
on to the consumer,’ Kraft ex- 
plains. And in addition, many 
states impose further heavy taxes 
and license fees on manufacturers, 


wholesalers, retailers and users. 
“Proud as we are of the fine 


quality and wholesome goodness 
‘of Parkay margarine—we’d natur- 
'ally like to bring it to you already 
_colored and ready to serve,” Kraft 


tells the housewife who listens to 
the carton story. “Please under- 


|stand that these taxes and laws 


|/now prevent us from relieving you 
|of the inconvenience of coloring 
|Parkay at home.” 


/ member 
/quality foods, the company adds. 


Parkay margarine is a respected 
of a famous family of 


“It is a blend of quality vegetable 
oils from American farms (like 


'those used in Miracle Whip salad 


| dressing) 


and pasteurized skim 


| Important Vitamin A is 


milk. 
| added.” 


WLAW to 50,000 Watts 


To announce the recent FCC 
|grant for an increase in power to 
50,000 watts, WLAW, Lawrence, 
|Mass., is mailing a special red- 
_white-and-blue brochure, showing 
a representation of the atomic 
bomb, with a teaser caption “The 
biggest news burst since a” 
Explosions show the station’s 
power increase since its opening 
in 1937, and inside pages include 
|information on the new Boston 
‘studios and a coverage map of the 
50,000 area proposed. 


Buschman Appoints Baer; 
Agency Adds Two to Staff 


S. C. Baer Company, Cincinnati, 
has been appointed to handle the 
|advertising of the E. W. Buschman 
Company, Cincinnati, manufac- 
turer of portable conveyors and 
‘other material handling equip- 
_ment. 
| The agency has added T. S. 
‘Howard and Richard Geis, re- 
;cently released from the armed 
| forces, to its staff. 


‘Don Lee Adds Outlet 


Don Lee Broadcasting System, 
_ Hollywood, has added a new 
| affiliate, which will begin air op- 
‘erations in Reno on June 1. The 
|station, currently under construc- 
|tion on the Cassinelli Road, will 
| cover Reno and vicinity, with 250 
|watts and 1340 kilocycles. This 
brings the total of Don Lee net- 
work stations up to 40. 


BR DONT MUTIHLATE 
YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 

| service to handle your clipping work. 
_ Booklet No. 20, “How Business Uses 
Clippings” tells how we do it. 


| 

B BACON'S CLIPPING BUREAU 
| BUSINESS . a paar GENERAL 
| PERS MAGAZINES 


221 N. LASALLE ST. CHICAGO }, ILt 
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Sugar Plantations 
Defend System 
in Ad Series 


Honolulu, April 16.—Individual 
sugar plantations have launched 
their first substantial effort to tell 
the general public about the merits 
of Hawaii’s plantation system, with 


Pebiicned by Fare Plantation (ompeny | baited 
mancn » ieee Net 


a 


a series of advertisements in the| 
Honolulu Advertiser and _ Star- 
Bulletin. 

The series, using picture maga- | 
zine style, tells what goes on at, 
the various plantations and dem- | 
onstrates that the system is eco- 
nomically and sociologically sound. | 

Copies of the opening announce- | 
ment also were distributed to em- | 
ployes of the plantation, and were | 
mailed to stockholders. 

A typical advertisement features | 
“Grandpa I. Kunishige,” for 44 
years a sugar worker at Ewa and 
now drawing a pension. 

“He takes his one-year-old | 
grandson, Gary, to pick up the 
youngster’s formula, prepared for 
him by child care specialists at 
the children’s clinic,” the ad points 
out. ‘“Perquisites like 
provided for plantation workers, 
are now considered paternalistic, 
and the trend is toward a differ- 
ent basis for them. 

“But whether they are pater- 
nalistic or not is not the important 
thing with the mothers. It’s the 
fact that the clinic is right there 


on the plantation, that it’s part. 
of the medical service right at 


hand, keeping them up to date in 


Stations Must Pay Tax 

Under a recent court ruling in| aaa 
New Mexico, radio stations in the bea : ublication 
state must pay the state’s 2% sales | Pp e. 
tax, retroactive to Oct. 1, 
Stations KOB, Albuquerque; | 
KAVE, Carlsbad, and KICA, Clo-| ak 
vis, had brought suits to prevent | : 


assessment of the taxes. To Cc. N. Snead 
Plans N. E. Magazine 


monthly magazine 


|defunct Boston Transcript, a news- 
will be publisher of the 
Twenty thou- 
1945 | sand copies will be run in the 

‘| first issue, with American News 


the advertising staff of the now Issues New Book 


Company handling the distribu- 


31 
Silvester Joins AC-PD 


“Merchandise in Motion,” a new| Eve Silvester, who for the past 
| seat published by the National |two years has been writing pub- 
Retail Furniture Association, Chi-|licity for CJBC, Toronto, and the 
cago, gives the fundamental prin-|Dominion Network, has been 
ciples involved in the operation of |named publicity head of All-Can- 
|a stock control system for retail|ada Program division of All-Can- 
furniture stores, large and small. ada Radio Facilities, Toronto. 


| 


C. N. Snead Advertising Agency, | 
/Roanoke, Va., has been a te | 
Plans are under way for a new |to handle the advertising of Roa- 
in the New noke City Mills, Roanoke, miller 
England field called Boston Tran- of flour and feed. Newspapers, | 
script. Hugh L. Boyd, formerly on | radio and direct mail will be used. | 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY sT 
CALG&*-., IM 2 OM, 


GIBBONS 


ADVERTISING 


MERCHANDISING 


TORONTO MONTREAL, a NN PEG EG Ne “ANCOUVER 


J 
MALLEABLE 


hae been advedined 
foc 3 VEARS 


in 
POULTRY TRIBUNE 


these, | 


You can't afford to leave a “Two 
Billion Dollar Hole” in your Farm 
Magazine Schedule. 1944 gross 
farm income from Poultry and 
Eggs was $2,689,000,000. 
(Source U.S.D.A.) 


the care of their children and) 
ready to meet emergencies when-_ 


ever they arise.” 


The plantation ad series demon-| 


strates that sugar is produced effi- 


ciently by the Hawaiian system; | 
that workers get good pay, secur-_ 
ity and healthy working condi- 


tions, and that the public interest 
generally is served. 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 

AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, lil. 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 


RANGES and 
SUPERHEATERS © 


That has meant good business for Monarch, 
who learned long ago about Poultry Tribune’s 
DUAL APPEAL to the farm woman. By helping 
her make more money from her poultry flock 
and keeping her up-to-date on her home- 
making problems, Poultry Tribune gets cover- 
to-cover readership that sells more goods at 


less cost. 


500,000 Circulation 


TRIBUNE 


America’s Leading Specialized FARM MAGAZINE 
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BRAND PREFERENCES 


Youngsters Know What They Want 
When It Comes To 


We asked 5,058 young Americans in the 
8-to-20 age group what type of dentifrice 
they preferred. Here are their answers: 


WE WANT 


GIVE US 
TOOTH PASTE! 


DOWD ER! LIQUID DENTIFRICES 
TOOTH 


FoR US/ 


Te ye) 
ee es ae 


68.9% Prefer Tooth Paste 


ON 


~— 7.0% Demand Liguid Dentifrices 


78% Prefer Tooth Powder 


Among Users Of 
Tooth Pastes 


Among Users Of 
Tooth Powders 


32.1% Preferred Dr. Lyon’s 
23.1% Preferred Colgate 
17.4% Preferred Pepsodent 
6.0% Preferred Calox 

21.4% Preferred All Others— 
No Preference 


Among Users Of 
Liquid Dentifrices 


87.6% Preferred Teel 

3.4% Preferred Cue 

9.0% Preferred All Others— 
No Preference 


36.1% Preferred Colgate 
21.4% Preferred Pepsodent 
15.0% Preferred Ipana 


46% Preferred Listerine 

3.7% Preferred Squibb’s 

2.5% Preferred Kolynos 

1.5% Preferred Phillips 

15.2% Preferred All Others— 
No Preference 
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OF YOUNG AMERICA 


The 30,000,000 young Americans who comprise the 


8-to-20 year old market know what they want, whether 
it be dentifrices or anything else they buy or use! To 
prove it to yourself . . . call or write for your copy of 
“Brand Preferences of Young America” . . . a study of 
mass-selling products in 26 major classifications, con- 
ducted by Stewart, Brown & Associates, based on over 
5,000 personal interviews, uninfluenced by parents, in 
41 urban areas from coast to coast. You will find it very 


well worth seeing. 


MORE THAN Ve oF ALL THE PEOPLE 
IN THE U.S. ARE UNDER 21 YEARS 
OF AGE...AND COMIC MAGAZINES 
ARE THEIR FAVORITE READING. 


The National Comics Group 


ACTION COMICS ALL STAR COMICS COMIC CAVALCADE LEADING COMICS SENSATION COMICS 
ADVENTURE COMICS ANIMAL COMICS DETECTIVE COMICS MORE FUN COMICS STAR SPANGLED COMICS 
ALL AMERICAN COMICS BATMAN FLASH COMICS MUTT AND JEFF SUPERMAN 

ALL FLASH COMICS BOY COMMANDOS FUNNY FOLK REAL FACT COMICS WONDER WOMAN 

ALL FUNNY COMICS BUZZY FUNNY STUFF REAL SCREEN COMICS WORLD'S FINEST COMICS 


GREEN LANTERN 


ice 


The National Comics Group currently comprises 26 outstanding 
comic magazines which carry this symbol on their covers as identi- 
fication of the best in comic reading. 


Represented Nationally By 


ewe 4g RICHARD A. FELDON & CO., INC. ¢ 205 East 42nd St., New York City 
a Chicago San Francisco Los Angeles 
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BE. \l TYy=. The Class Magazine 
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A he Perfumesand Cosmetics 

We BEAUTY FASHION 


101 W. 31 St., New York 1 
Also publishers of Drug and Cosmetic Industry 


Promote Wood Preduction 


A new booklet and folder have 
‘been published by the Periodical 
|Publishers National Committee to 
encourage forest conservation and 
effective production of wood prod- 
ucts. The booklet, “A Little Wood 
| from a Lot of Farms,” reports on 
‘farm production of forest products 
in New Hampshire. The folder, 
“Time Is a Crop,” will be used in 
conjunction with showings of a 
film prepared to promote sustained 
farm woodlot production practices. 


| Opens Shanghai Office 
Grant Advertising Agency this 
‘month is opening a new office, its 
'16th, in Shanghai, China, and will 
|/soon open a 17th in Manila, P. I. 
‘Harold Elterich, formerly head of 
the agency’s international division, 
has been named head of Far East 
‘operations. John M. Handley, for- 


merly account executive, has been 
appointed new head of the inter- 
national division in the Chicago 
headquarters. 


Plans Petroleum Drive 


Supertest Petroleum Corpora- 
tion, London, Ont., will soon 
launch a campaign in Ontario and 
Quebec daily and weekly news- 
papers. The campaign, timed with 
the removal of tire and gasoline 
restrictions, is handled by Harry 
E. Foster Agency, Toronto. 


Agency Stays the Same 
Bozell & Jacobs, Omaha agency, 
will be continued by the surviv- 
ing partner, Morris E. Jacobs, 
under the same company name 
and without any change of policy, 
it has been announced. Leo B. 
Bozell, other member of the com- 
pany, died suddenly last month. 


Advertising Age, April 22, 1946 


Kellogg Attacks 
Youth Problems 


. a a 
Via ‘Superman 

Battle Creek, Mich., April 16.— 
As’ an experiment in the field of 
children’s programs, the Kellogg 
Company plans to use its “Super- 
man” series on Mutual for drama- 
tizations of today’s juvenile prob- 
lems. 

W. H. Vanderploeg, president of 
Kellogg, pointing out that the 
company is “mindful of its re- 
sponsibilities in sponsoring radio 
broadcasts directed primarily to 
children,” said “We felt that given 
the proper entertainment values as 
a base, children would listen to 
a direct and exciting ‘Superman’ 
series with a thoroughly American 
message of brotherhood... 

“We hope,” he continued, “with 
the aid of our new ‘Superman’ 
story approach, that the children 
of America will continue to be 
friendly with all other children, 
regardless of differences in race, 
creed or color.” 

Echoing Mr. Vanderploeg’s opin- 
ions, William B. Lewis, vice- 
president and radio director of 
Kenyon & Eckhardt, New York, 
agency in charge, added that “the 
story will be just as exciting as 
the usual ‘Superman’ adventures. 
In fact, we think it will be even 
|more exciting. The difference lies 
in the fact that ‘Superman,’ if this 
first experiment is successful, will 
|go to war against juvenile de- 
|linquency, racial intolerance, 
|'school absenteeism and the other 
problems of child behaviorism 
| which bulk so large in the public 
consciousness.” 

The experiment is scheduled to 
‘get under way today, Kellogg re- 


ports. 


| ABC Reelects Directors 


All directors of the American 
|Broadcasting Company were re- 
| Seacene at the annual meeting 
‘April 9 of ABC stockholders. 
|Chairmanned by Edward J. Noble, 
{chairman of the board, the direc- 
| tors include Justin W. Dart, presi- 
‘dent of United Drug Company; 
Robert H. Hinckley, U. S. director 
of contract settlement; and ABC 
‘executives Karl E. Anderson, 
Harold V. Hough, Robert E. Kint- 
ner, C. Nicholas Priaulx, Franklin 
|S. Wood and Mark Woods. 


| cirinehlipaadsibaagas 
‘Kastor, Farrell Appoints 

| Felix M. Sutton, formerly as- 
isociate copy director of Geyer, 
Cornell & Newell, Inc., has been 
appointed copy supervisor of Kas- 
tor, Farrell, Chesley & Clifford, 
Inc., New York. 


Directs Fleetwing Ads 
John Gonzalez has been ap- 
pointed advertising manager of the 
'Fleetwing division of Kaiser 
|Cargo, Inc., Bristol, Pa., maker of 
|aircraft and aircraft parts. He will 
‘continue also as head of the 
graphic illustration department. 


| An Over-All 


Contact Service 
for manufacturers of 
OFFICE GOODS 


The Modern Stationer—covering direct- 

~ buying dealers 

Modern Retailing — Blanketing those 

~ dealers who buy from wholesalers 

Effectos de Escritorio ; — a business 
magazine, printed in Spanish, for 
Latin American buyers of office 
supplies. 


A picture of this contact service, ap- 
plied to specific products, is available. 


Modern Publications 
250 Fifth Avenue New York 1 
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"One of the Outlying Lighthouses...” 


The young woman wanted to see Mr. 
Jackson about a book she had written... 
for which a publisher offered an advance 
of $5,000! Amazed at the amount of the 
advance to an amateur, he rushed her 
forthwith to a competent literary agent. 
The young woman was Kathleen Winsor 
... the book “Forever Amber”—which 
must not be held against Mr. Jackson. 

Quite a lot of people want to see Mr. 
Jackson. Young authors seem to think he 
is a Federal Project, or something. (He 
gives them regular appointments, just like a 
dentist!) Others want him on boards and 
committees, or to lend a hand to Something 
Big in civic, charitable and educational 
enterprises. The city fathers urging UNO 
to settle here, drafted Mr. Jackson to help 
write the presentation. (Wo Sale—for which 
UNO will be sorry!) 


So it is rather remarkable that book 
reviewing—a pursuit not remarkable for 
its rewards... has won for Joseph Henry 
Jackson a substantial fame. 


Native of New Jersey, an alumnus of 
Lafayette, ex-infantry shavetail of World 
War I, he came to California in 1919... 
wrote advertising copy, subsequently 
edited Sunset Magazine. In 1924, he began 
a fifteen minute broadcast on books... 
first on KGO, later on the NBC Coast 
Network...continued weekly for eighteen 
years—a fantastic record. In 1931, he 
came to The Chronicle where he edits the 
Sunday book section, writes the only 
indigenous daily book column outside of 
New York. 

New York publishers know that his 
reviews start new book orders rolling 


—o Chronicl 


Eastward. He has started many a best seller 
sweepstakes, rescued unnoticed opera from 
oblivion, helped scores of new writers to 
recognition and contracts . . . And has 
somehow found time to contribute to 
Eastern reviews, do a dozen magazine 
articles per year, write five books, find a 
niche as an authority on California history, 
and as aforesaid, become An Influence... 

characterized by Struthers Burt as “one of 
San Francisco’s outlying lighthouses.” 


Waite nobody can claim credit for 
.the rise of Joseph Henry Jackson other 
than J.H.J. himself... we believe, fondly 
perhaps, that San Francisco was his for- 
tunate milieu, and The Chronicle his best 
avenue of appreciation. For few cities are 
more friendly to the quality producer .. . 
and few newspaper audiences are more 
appreciative of the quality product. 

The better mousetrap has always found 
‘its best market in The Chronicle. Sellers of 
securities, jewelry, fashions, fine footwear, 
sell more of them with The Chronicle. 
The city’s forty best retailers are all 
Chronicle advertisers, and twenty depend 
most on it. Yet The Chronicle is also a 
favorite of San Francisco department 
stores, and has been an outstanding volume 
vehicle for popular priced merchandise. 

Outsiders have said The Chronicle is 
too good a newspaper to suit everybody 
... but for products requiring prospects a 
notch over average. The Chronicle can 
find more of them at a profit than any 
other medium in this part of the world... 
Data from any Chronicle representative. 


Sawyer, FerGuson, Waker Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Movie Machines 
Become Talking 
Salesmen Now! 


Auto Manufacturer 
Seeks 3,000 Units 
for Showroom Use 


Chicago, April 17.—One manu- 
facturer with an alert eye cocked 
at new marketing methods is Natco 
Industries, Chicago manufacturer 
of 16mm. sound motion picture 
equipment for point-of-sale adver- 
tising and automatic newsreel the- 
aters. 

A subsidiary of National Indus- 
tries, which also includes Helene 
Curtis Industries, largest manufac- 
turers of beauty shop apparatus, 
Natco got its start during the war, 
when the Navy requested con- 
version of certain plant facilities 
to the manufacture of projectors. 
Today the company is busily en- 
gaged in making 16mm. sound pro- 
jectors for audio-visual aids in 
classrooms, sales training courses, 
industrial and military instruction, 
and for promotional purposes. En- 
tertainment value is not being 
overlooked, either. 

Negotiations are now under way 
with one of the “big three” auto- 
mobile manufacturers to supply 
3,000 units for dealer displays in 
showrooms throughout the coun- 
try. Entirely self-operating, this 
“automatic salesman” consists of 
a polished wooden cabinet about 
six feet high and 38 inches wide, 
with a built-in, eye-level projec- 
tion screen 22 by 28 inches in di- 
ameter. As in juke-box movies, 
projector and sound equipment are 
within the cabinet. 


Will Lease Units 


Units will be leased under a 
franchise arrangement. Natco of- 
ficials will ask $35 per week per 
unit, fully maintained, with guar- 
anteed continuous automatic op- 
eration. This latter feature is made 
possible through a special film- 
threading and reel arrangement. 

The unit, according to Edward 
Leven, executive in charge of the 
16mm. division, will make it pos- 
sible for a dealer to display fewer 
models on the floor while at the 
same time showing customers his 
complete line in actual road dem- 
onstrations through the medium of 
motion pictures. A narrator such 
as one of the better known news 
commentators will supply dialogue 
and sales talk, recorded on the 
sound film. 

This same model, which also 
comes equipped with coin-slot for 
entertainment purposes, is ex- 
pected to find extensive usage in 
department stores and other retail 
outlets. A chain of eastern stores 


aS © Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 


eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your 
compositor. 


the 60 modern types now available. 
THE FOTOTYPE COMPANY 


setting device-and it cuts costs, too, | 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing | 


{is at present negotiating for this 
/purpose, according to Natco of- 
ficials. Special sound-track films 
would be used in various store de- 
partments, showing movies of mer- 
chandise on sale in the store, with 
appropriate sales dialogue recorded 
on the film. 

A taller, above-eye-level unit is 
also in production for use in rail- 
road stations and other crowded 
locations. This unit is seven feet, 
six inches tall, with a 17 by 23 inch 
screen. In both units, entertain- 
ment may be mingled with adver- 
tising, if so desired, and in any 
proportions the user may wish. 


Will Advertise Nationally 


Two-page spreads in national 
magazines and business papers will 
probably be used to advertise the 
units starting some time between 


June and September, according to 
Mr. Leven. Many of the com- 
pany’s projectors are now in use 
in public school classrooms in Vir- 
ginia, the first state to introduce 
statewide visual education. 

Natco’s automatic theater unit is 
another offspring of the company’s 
wartime projector business. This 
is a self-contained, automatic “‘pro- 
jection room” boxed in a portable 
cabinet and capable of giving con- 
stant repeat performances of 45- 
minute newsreels or special 
streamlined features. Work is also 
under way to make possible the 
showing of longer movies. 

Unlike the advertising units, 
Natco’s automatic theater has no 
rear-projection screen. The ma- 
chine throws a picture on any size 
wall screen up to eight by 12 feet, 
and is especially adapted for use 


in vacant stores and similar spots. 
It is expected that an automatic, 
coin-in-slot turnstile device will 
eliminate the necessity of.a cash- 
ier. Machines will be leased on 
six months’ contracts with options, 
at about $50 per week. This amount 
may vary according to location, 
potential audience and_ seating 
capacity. 

Automatic theater advertising on 
a national basis should be ready 
for launching about Sept. 1, Natco 
believes. It will include advertis- 
ing in national weeklies, a trans- 
continental broadcast, and 24-sheet 
posters, according to Mr. Leven. 
Campaign will be prorated over 
500 units. 


Test Machine Runs ‘Months’ 


It is claimed that a test machine 
using the special continuous-loop 
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rewinding apparatus featured in 
both the automatic theater and the 
commercial machines has been op- 
erting continuously at the com- 
pany’s No. 1 Chicago plant with- 
out breakdown except for occa- 
sional film breakage. To remedy 
this fault, National Industries’ 
chemical laboratories are reported 
to have developed a liquid that is 
automatically brushed on the film 
at intervals. 

National Industries is owned by 
Gerald and Willard Gidwitz, both 
in their thirties, who started busi- 
ness 19 years ago in a two-by-four 
office manufacturing beauty prep- 
arations. Helene Curtis Industries, 
a subsidiary, is now reputed to 
control 89% of the beauty equip- 
ment business in the U. S. The 
company recently purchased the 
13-acre Chicago Bendix Aviation 


| 
| 


625 W. Washington, Chicago 6 | 


Boston Globe 


Atlanta Journal 
Baltimore Sun 


Boston Herald 

Buffalo Courier-Express 
Charlotte Observer 
Chicago Tribune 


Symbol.or something... 


@: Guy with a hangover bringing 
in the Sunday paper? 


Az Half right. No hangover. 

@: What else? 

A: Symbol of a great American habit. 
@: Meaning what? 


A: The backbone of the National 
Newspaper Network... 


Cincinnati Enquirer 
Cleveland Plain Dealer 
Columbus Dispatch 
Dallas News 

Des Moines Register 
Detroit News 

Detroit Free Press 


Fresno Bee 

Houston Chronicle 
Indianapolis Star 

Long Beach Press-Telegram 
Los Angeles Times 
Minneapolis Tribune 
Milwaukee Journal 


i 
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plant from the government, at a 
cost of $2,500,000. The plant will 
start operating about Sept. 1. 

Natco, the projector subsidiary, 
has no advertising agency at pres- 
ent. 


Proco Products to Ellis 


Proco Products Company, Buf- 
falo, manufacturer of Whiskers, a 
cleaning compound, has appointed 
Ellis Advertising Company, Buf- 
falo, to handle its advertising. 
Radio and newspapers will be 
used. 


Noma Names Petretti 

Mario J. Petretti has been ap- 
pointed general manager in Hol- 
yoke, Mass., of Noma Electric Cor- 
poration’s plastics and capacitors 
divisions. The two units formerly 
were managed separately. 


47 Million Suits 
Needed This Year 


New York, April 16.—Dr. S. J. 
Flink, economist, writing in the 
April issue of Apparel Arts, an 
Esquire, Inc., publication, fore- 
casts a continuing shortage of 
men’s and boys’ apparel lasting 
until 1948. 

Normal annual demand, Dr. 
Flink says, will remain at 25,000,- 
000 suits a year until 1948, as com- 
pared with 20,000,000 in 1941, as 
a result of a 5% growth in popu- 
lation and a 20% rise in the na- 
tional income. Current 1946 de- 
mand for suits, as a result of war 
shortages and needs of returning 
veterans, is estimated at 40,000,- 
000. When estimated depletion of 
7,000,000 suits from retailers stocks 


is added to this total, a total 1946 


demand of 47,000,000 suits is esti- 


mated. 

Even an output of 30,000,000 
suits—the maximum goal set by 
the Civilian Production Adminis- 
tration—would leave a demand 
“overhang” of 17,000,000 suits for 
1947, Dr. Flink concludes. An eco- 
nomic recession of a deflationary 
trend might produce a supply-de- 
mand balance before 1948, he says. 


BMB Plans to Measure 


Audience in Canada 


Broadcast Measurement Bureau 
will show Canadian audiences of 
subscribing U. S. stations in its 
regular audience reports through 
an exchange with the Canadian 
Bureau of Broadcast Measurement. 

At a recent meeting with the 


Canadians in New York BMB offi- 
cials arranged to include stations 
and network audiences in Cana- 
dian counties and census districts 
in the area audience reports. Like- 
wise BBM will show U. S. audi- 
ences of Canadian stations in its 
reports. The exchange plan is sub- 
ject to final approval by the BMB 
executive committee. 


To Rodgers & Brown 


Charles E. Block Company, New 
York, has named Rodgers & Brown, 
New York, as agency, and plans a 
national and business paper cam- 
paign this fall for its handbags. 


Welsh Joins Grey 


Paul N. Welsh, formerly sales 
promotion and advertising man- 
ager of E. W. Edwards & Sons, 
Buffalo, has joined Grey Adver- 
tising Agency, New York. 


NETWORK Nexus... 


Long before network meant anything, most 
people had lots of time on Sunday. So the 
Sunday paper added lots of special attractions 
to help them pass the time. 


Since most small city newspapers do not 
issue on Sunday, people who lived beyond big 
cities became customers for big city Sunday 
newspapers. And’ not necessarily from the 
nearest big city. Some folks grow long roots. 
Californians might pick a New York paper. 
Maine folks might fancy Philadelphia or 
Chicago. Sunday circulations grew and spread. 

Today, the Sunday newspaper habit makes 
it possible to reach almost every other home 
in the U.S. with only 47 Sunday papers! 

Those 47 Sunday papers are Metropolitan 
Group, with 17,000,000 circulation—biggest 
medium among media, bigger 
than any supplement; a truly 


national network, delivering 
more coverage and sales impact 
in more major markets than any single medium 
or typical media combination. 

For instance, more than 50% of the 


families in 629 cities . . . more than 20% of 
the families in 915—all cities of better than 
10,000 population! And we're still talking 
about only 47 Sunday papers! 

MG delivers enough advertising to make 
things happen to prospects, jobbers, dealers, 
salesmen .. . and in enough places to show 
up in national sales! 


MG has little guess or gamble in it. You 


know how much market you get—and where. 


Regular readership makes reception of your 
advertising more certain. Whole family 
readership makes your advertising do double 
duty at home on Sunday. 

Metropolitan Group is flexible—can fit 
your market pattern, seasonal ups and downs, 
your peculiar copy requirements. And this 
big hook-up of Sunday newspapers carries a 
comfortable quantity discount! 


EA 


Tue Mertropouitan Group advertiser 
doesn’t ride in the day coach, gets the choice 
seats in the observation cars .. . the Sunday 
Comic section or the Gravure picture section 
... sections that rate highest in attention, in 
habit, in interest, in readership. Both sections 
have many exclusive advantages that add to 
advertising effectiveness. And the tariff is low! 

Maybe...when you learn what you’ve been 


missing in MG, you'll conclude you can’t 
afford to miss it any longer! . . . ask any 


Metropolitan Group office—New York, 
Chicago, Detroit, San Francisco. 


Pe.» - the national newspaper network 


New Orleans 
Times-Picayune-States 

New York News 

New York Herald Tribune 


Phoenix Republic 
Pittsburgh Press 
Rochester Democrat 


Oakland Tribune & Chronicle 
Omaha World-Herald Providence Journal 
Oregon Journal Sacramento Bee 


Philadelphia Inquirer 


Salt Lake Tribune 

San Antonio Express 

San Diego Union 

San Francisco Chronicle 

Seattle Times 

Spokane Spokesman-Review 
Springfield Union & Republican 


St. Louis Globe-Democrat 
St. Louis Post-Dispatch 
St. Paul Pioneer Press 
Syracuse Post-Standard 
Tacoma News Tribune 
Washington Star 
Washington Post 


- a 
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June is the month 
for brides... 


90.3% of all 
marriage 
licenses 
were issued 
| in months 
Other than 
June, 


(U.S. Census Bureau) 


Every month is a month for 
romance with the more than 
1,700,000 young Hillman Women’s 
Group readers. June or December, 
you'll find them eager buyers of 
what you have fo sell. 


Youth makes new markets. 
New markets make sales. 


HILLMAN 


WOMEN’S GROUP 
Real Story — Movieland — 
__ Real Romarices 
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New 68-Page 
Manual 


— another striking example of the 
editorial leadership which has estab- 
lished American Lumberman as the 
dealer’s first choice among national 
lumber and building material papers. 
another reason for the rapid 
growth of American Lumberman’s circula- 
tion—1100 new subscribers in the six months 
ending Dec. 31 — and substantial gains since 
then for a total of more than 14,000. 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, 04. 


CCNY Radio Awards 
Go to Jones, NBC, 
CPN, WCAU, WEEI 


New York, April 


sented to sponsors, agencies, pro- 
gram producers, regional and clear 
channel stations, and regional and 
national networks at the second 
annual radio and business confer- 
ence sponsored by the College of 
the City of New York in the Hotel 
McAlpin on May 1. 

Dr. John Gray Peatman, asso- 
ciate dean of CCNY and chairman 


of the committee on national radio | 


awards of the conference, an- 
nounced the winners this week. 
The plaques to the outstanding 
entry in each of the classifications | 
will go to the Ralph H. Jones | 
Company, Cincinnati, for its pro- 


ter Drinking. Water’; 


, 18.— Five for its over-all national network 
plaques and eighteen certificates | : 

: ‘ | promotion. 
for awards of merit will be pre-| 


motion of the sponsored program 
“TLinda’s First Love”; to WEEI, 
Boston, for its promotion of the 
public service program “Life to 
the Front”; WCAU, Philadelphia, 
for its program “Crusade for Bet- 
the Colum- 
bia Pacific Network, "Los Angeles, 
for its over-all regional network 
promotion; and the National 
Broadcasting Company, New York, 


Certificates of Award of Merit 


| will be presented to: 


WGAR, Cleveland, for the most ef- 
fective direct selling sponsored radio 
program developed by a clear channel 
station: “Serenade for Smoothies.” 

WHN, New York, for the most ef- 
fective institutional sponsored radio 
program developed by a clear channel 
station: “The Author Meets The 
Critics.” 

Buchanan & Co., Los Angeles, for 
the most effective institutional spon- 
sored non-network radio program de- 
veloped by an advertising agency: “‘Ro- 
mance of the Ranchos.” 

St. Georges & Keyes, New York, for 
the most effective institutional spon- 
sored network radio program devel- 
| oped by an advertising agency: “Ex- 
ploring the Unknown.’ 

WWJ, Detroit, for the most effective 


Amusements and the arts interest almost everybody. 


And — a real newspaper must do everything. 


Amuse Me- 
We Sell Rat Poison 7 


Reporting and criticism of theatres, amusements, lec- 


tures, the annual season of the Metropolitan Opera, the 


Symphony and other concerts . . . 


It’s a big job in a cultural community like Dallas. It’s 


one of the most important things The Dallas News has 


to do. 


Perhaps your advertising should not be 


“spotted” 


The News’ famous Amusements and Fine Arts Pages: yet 


those pages are among your advertising assets. 


For they are among the features that make The News 


outstanding—incom parable. 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 


mm = Ghe Hallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 


TH Bre tel 
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John B. Woodward, Inc. 
Representatives 
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public service radio program deveioped 


by a regional station: ‘Alcoholics 
Anonymous.” 
WCAU, Philadelphia, for the most 


effective public service radio program 
developed by a clear channel radio 
station: ‘Crusade for Better Drinking 
Water.” 

Columbia Broadcasting System, New 
York, for the most effective public 
service radio program developed by a 
national network: “Assignment Home.” 

Batten, Barton, Durstine & Osborn, 
New York, for the most effective spon- 
sored radio announcements developed 


by an advertising agency: ‘Chiquita 
Banana.” 
F. W. Ziv, Inc., Cincinnati, for the 


most effective promotion by a tran- 
scription producer of a sponsored na- 
tional radio program: “Calling All 
Girls.” 

Ralph H. Jones Company, Cincinnati, 
for the most effective promotion by an 
advertising agency of a sponsored re- 
gional radio program: ‘“Linda’s First 
Love.” 

KMBC, Kansas City, for the most 
effective all-over station promotion by 
a regional radio station. 

WLW, Cincinnati, for the most ef- 
fective all-over station promotion by a 
clear channel radio station. 

Columbia Pacific Network, Los An- 
geles, for the most effective all-over 
promotion by a regional network. 

National Broadcasting Company, 
New York, for the most effective all- 
over promotion by a national network. 

WE EI, Boston, for the most effec- 
tive promotion by a regional radio sta- 
tion of a public service radio program: 
“Life to the Front.” 

American Broadcasting Company, 
New York, for the most effective pro- 
motion by a national network of a 
public service radio program: ‘“Amer- 
ica’s Town Meeting of the Air.” 

WKY, Oklahoma City, for the most 
effective promotion by a regional sta- 
tion of a sponsored radio program: 
“Edgar Bergen and Charlie McCarthy.” 

National Broadcasting Company, 
New York, for the most effective pro- 
motion by a national network of a radio 
program designed for sponsorship: 
“The Fred Waring Show.” 

Honorable mentions go to: 

KFH, Wichita, for an unusually ef- 
fective public service program devel- 
oped by a regional radio station: “Citi- 
zens of Tomorrow.” 

WROK, Rockford, Ill., for unusually 
effective all-over promotion by a re- 
gional radio station. 

Community Chests & Councils, New 
York, for an unusually effective insti- 
tutional radio program: “Crisis in War 
Town.” 

KLZ, Denver, for an unusually effec- 
tive public service radio program de- 
veloped by a regional radio station: 
“Welcome House.” 

KSL, Salt Lake City, for an unusu- 
ally effective public service radio pro- 
gram developed by a clear channel 
station: “This Business of Farming.” 

NBC Western Division, Los Angeles, 
for unusually effective all-over promo- 
tion by a regional network. 

The conference will hold five 
sessions between April 30 and 
May 1. Members of the awards 
committee were editors of adver- 


tising and radio business papers. 


ABC and CBS Switch 
Buffalo Affiliates 


WKBW and WGR, Buffalo, 
owned by the Buffalo Broadcast- 
ing Corporation, on June 1 will 
switch their network affiliation, 
WKBW joining the American 
Broadcasting Company, and WGR, 
present ABC outlet, joining Co- 
lumbia Broadcasting System. 

WKBW, now with CBS, oper- 
ates fulltime on 50,000 kw., 1520 
ke., and WGR operates on 5,000 
watts day and 1,000 watts night 
on 550 ke. I. R. Lounsberry is 
general manager of both stations. 


Laube Heads Remington 


_ Herbert L. Laube has resigned as 
vice-president of Carrier Corpora- 
|tion, Syracuse, N. Y., to become 
president of the Remington Cor- 
poration, Syracuse, maker of pack- 
‘aged air conditioning equipment. 
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Oz Books Inspire 
Name for Homix’ 


Ice Cream Mix | 


New York, April 18.— Homix 
Products, Inc., has changed the 
name of its ice cream mix from 
Tis to Oz, and will start a test 
campaign in mid-May in six 
southern cities. 

As probably the first food man- 
ufacturer to buy rights to the title 
and characters of a book for trade- 


mark use, Homix has’ made 
arrangements with agents for the 
well-known Oz books to use the 
name and to feature in its adver- 
tising such characters as Dorothy, 
the Tin Woodman, the Cowardly 
Lion and the Scarecrow. Repro- 
ductions of those characters, as 
drawn by Keith Ward, who draws 
Borden’s Elsie, will appear on the 
Oz package, which makes a pint 
of ice cream and retails for 29c. 

One -minute spot announce- 
ments, to be used in the test pro- 
motion, will feature voices of the 
Oz characters, while their faces 
will highlight newspaper copy and 
transportation material. 

The Oz mix differs from other 
such mixes in that the various in- 
gredients are blended together and 
then dehydrated, a process which 
is reversed with the others. Only 
water need be added to Oz mix 
and a pint of ice cream can be 
made in as little as 20 minutes. 

Homix appointed Roy S. Dur- 
stine, Inc., New York, to handle 
the products. 


Two Join Farnsworth 


Philips B. Patton, formerly as- 
sociated with the Federal Com- 
munications Commission and the 
Western Union Telegraph Com- 
pany, and C. Murray Leeds, for- 
merly with Thomas A. Edison, 
Inc., and the Wright Aeronautical 
Corporation, have joined the 
mobile communications staff of 
Farnsworth Television & Radio 
Corporation, Fort Wayne, Ind. 


Two Join MBS Staff 


Robert A. White, formerly on 
the Chicago staff of Station WOR, 
New York, has joined the sales 
staff of Mutual Broadcasting Sys- 
tem in Chicago. Charles Wiley, 


Appoint Franklin Bruck 


American Products Company, 
Cincinnati, has appointed Franklin 
Bruck Advertising Corporation, 
New York, to handle advertising 
on Zanol and Veeco toilet prepa- 
rations. 


Nelly Ann to Seidel 


Seidel Advertising Agency, New 
York, has been appointed to handle 


| the advertising of Nelly Ann Dress 
Company. Trade publications are 


being used and later consumer 
Magazines will be used. 


WMAQ Schedules 
Daily Recordings 
of On-Spot News 


Chicago, April 16—WMAQ this 
week launched a special events 
man’s dream. It is a daily 15-min- 
ute news strip which interlards 
local and press association news 
reports with on-the-spot  inter- 
views, recorded on wire. 

Sponsored by the Chicago Her- 


ald-American, the wire-recorded 
series requires the services of a 
three-man team: a radio reporter, 
a producer-writer, and a recording 
engineer. 

The trio records spot interviews 
assigned by the American’s city 
desk, then dubs them onto stand- 
ard acetate discs for the evening 
program. WMAQ is absorbing part 
of the production costs so that the 
program, long a brainchild of the 
special events department, can get 
on the air. 


| 
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Platt-Forbes Moves 


Platt-Forbes, Hartford, Conn., 
has moved its offices from 75 Pearl 
St. to 3 Van Dyke Ave. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


Division 
Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, hie. U.S.A. 


“Trademarks Reg. U.S. Pot Of 


Believe me, advertising and sales chiefs aren’t 


passing up the folks in the Rockford market once 


they take a look at the facts. 


They can’t miss 


with {65,431 newspapers, (72,858 with Sunday 


issue), going into a trading center bulging with 


*bank deposits and *postal savings . . . more than 


300 manufacturing plants loaded to the gills with 


previously with Station WGN, has 
joined the Mutual publicity staff in 
Chicago. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


. WABASH AVENUE 
- CHICAGO > 


111,00 


+ February Average. 


“HOLY SMOKE 
WHAT A MARKET” 


orders ... and the hub of a “money-in-the-sock”’ 13 


county farming section. 


There are bigger markets, sure : . . but show me one 


that offers a greater sales opportunity, dollar 


for dollar. 


Yes sir, if you want your advertising to work, and 


work fast, use the Rockford Star, Register-Republic. 


* 28% Increase in 1945 Deposits. 
* Highest Per Capita Savings in United States. 


METROPOLITAN 
POPULATION 


' 
%» 


377,854 weains 


AIL TRADING ZONE 
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Sampling Sells! 


Sampling, well done, offers the most cer- 
tain, predictable success of any advertising 
method. Let a representative explain how 
you may use A. D. of A. nationwide and 
Canadian facilities in one market or a hun- 


dred. Call or write. No obligation. 


D°A & 


Advertising Distributors of America 


NEW YORK: 400 Madison Avenue ST. LOUIS: 101 North Ninth Street 
CHICAGO: 29 East 8th Street TORONTO: 11452 Drmdere Straae I" 


Stevens Resigns Account 
Jewell F. Stevens 


the account of Mr. & Mrs., Inc., 
Chicago, formed recently to begin 
publication soon of Mr. & Mrs., 
regional magazine (AA, March 
12). 


Cosse to Join Starkist 


Clayton J. Cosse has resigned as 
advertising director of Stanback 
Company, Salisbury, N. C., effec- 
tive April 20. On May 1, he will 
join the Starkist Company, San 
Antonio, as _ vice-president in 
charge of sales and advertising. 


Anthony to WJR 


Robert F. Anthony, former di- 
rector of advertising and promo- 
tion for WHN, New York, and pre- 
viously assistant audience promo- 
tion director of MBS, has joined 
WJR, Detroit, to head advertising, 
promotion and publicity. 


Begins Co-op Wool Drive 

The Canadian Cooperative Wool 
Growers Ltd., Toronto, has re- 
leased its annual advertising cam- 


Company, | 
Chicago agency, has resigned from | 


work sales; | 
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THREE SALES HEADS—Meeting in New York before assuming new posts in 

NBC sales are, left to right, Harry C. Kopf, vice-president of the central divi- 

sion in niet who comes to New York as vice-president in charge of net- 

E. Showerman, eastern sales manager, who goes to Chicago as 

manager of that division, and George H. Frey, sales service manager, who 
takes Mr. Showerman's position. 


paign through E. W. Reynolds & 
Co., Toronto agency. Weekly news- 
papers in Ontario, as well as 
selected daily papers, will be used. 
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interested 


Then you'll spark to the fact...97% of all people engaged 
in the wholesale and retail electrical appliance business 
in Portland, Oregon read the Oregon Journal regularly.* 


These live-wire men and women are not alone in their preference 
for The Journal. Over 12,000 more families in the Portland Trading 
Area buy The Journal than any other daily newspaper. Merchants 
and customers alike specify The Journal because of its accurate local 
reporting, comprehensive world news, understanding local columnists, 
top-flight national features. Little wonder that The Journal is today, 
as it has been for years, Portland’s favorite newspaper offering 
advertisers the largest circulation in its history, both daily and Sunday. 


sistently — and 


material from past issues. 


| policies. 


| 


‘Phoenix Flame’ 
Violates Don'ts, 
Yet Wins Friends 


Anthology Celebrates 
21st Year of Unusual 


External House Organ 
By MALCOLM MacLEOD 


Chicago, April 17.—Publication 
this month of a 72-page “An- 


thology” of the “Phoenix Flame,” 


external house organ of Phoenix 
Metal Cap Company, Chicago and 


Brooklyn manufacturer of metal 


and molded caps for glass pack- 
ages, focuses attention on a 


monthly customer-company maga- 


zine which for 21 years has con- 
successfully 
broken most of advertising’s 
“don'ts.” 

Recognized on 11 occasions as 
one of the country’s leading direct 
mail publications by Direct Mail 


Advertising Association in its an- 


nual contests, the “Phoenix Flame” 
is the creation of its editor-de- 
signer, H. J. Higdon, advertising 
manager. Mr. Higdon is better 
known to the industry as “Hig.” 

To celebrate its 21st birthday, 
the “Flame” is mailing out an 
81%x1l1 inch booklet of selected 
Deco- 
rated with more than 85 illustra- 
tions, most of them by artist Elmer 


Jacobs, the “Anthology” conforms 


strictly to its editor’s concepts of 
good-will advertising. The manu- 
facturer’s name is mentioned only 


twice, once on the title page and 


once on the opposite-inside back 
cover, where addresses of the com- 
pany’s plants and sales offices are 
listed in eight-point type. 

Explanation for this radical de- 
parture from the “knock-’em- 
down, drag-’em-out” school may 
be found in its editor’s advertising 
“Advertising,” he main- 
tains, “would do well to forget, 
occasionally, that it is advertis- 
ing.” 


Uses Nichols’ Illustration 


Editorial content of the “An- 


'thology” consists of short stories, 
‘essays, sketches, skits and verse, 


A MILLION 
DOLLAR SERVICE 
FOR $100,000 
ADVERTISERS 


BURTON BROWNE 
ADVERTISING 


6!9 N. MICHIGAN, CHICAGO II + DEL. 8300 
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most of it brief. There are one 
or two full-page art photographs, 
and a reproduction of a “Flame” 
cover by artist Dale Nichols, for- 
mer “Flame” illustrator, some of 
whose art has been selected for 
permanent hanging in the Metro- 
politan Museum, In the back of 
the book are three pages of one- 
line excerpts taken from the “Let- 
ters from Readers” page which is 
on of the “Flame’s” few perma- 
nent, year-after-year features. 
These are from many sources, in- 
cluding heads of advertising agen- 
cies, broadcasting networks, uni- 
versities and national magazines. 
Many, like: Abbott Laboratories, 
The Crosse & Blackwell Company | 
and The Kroger Company, are) 
regular buyers of Phoenix metal | 
and molded caps. 


Format Varies 


The company manufactures. 
caps for many large users, mainly | 
in drug, food and cosmetic fields. | 
Advertising is restricted to the, 
“Flame,” with the exception of | 
three business papers, The Glass 
Packer, Modern Packaging, and 
Packaging Parade, where opposite- 
inside front cover is traditional. 
No advertising agency is used. The 
team of Jahn & Ollier Engraving 
Company, Superior Service Press 
and R. D. Heetfield Studios has 
supplied the “Flame’s’” reproduc- 


tion and mechanical needs for 21 | 


years. 

Although the magazine’s style, 
layout, ink, stock and type faces 
deliberately vary from year to 
year, and in some cases from issue 
to issue, certain features remain 
fairly consistent. Usually the in- 
side front and back covers carry 
company advertisements. There is 
at least one customer-company 
story in each issue with distinctive 
Heetfield-made photographs of the 
product, ‘sealed with Phoenix 
Metal Caps,” and editorial content 
is slanted largely to members of 
the packaging 
however, “Hig” throws the book 
away and proceeds on his own 


initiative, with the help of Edward | 


J. Ryan, his chief assistant. 
No Order Blanks 


No order blanks, 
postcards mar the symmetry of 
this unusual advertising medium. 
“Why remind the customer why 
he receives the book?” asks “Hig.” 
The mailing list, however, is care- 
fully culled, pruned and devel- 
oped each day, although mailings 
rarely are permitted to exceed the 
5,000 mark. Frequently letters are 
received from persons outside the 
packaging field who wish to pay 
a subscription price, and bound 
volumes of the “Flame” 
handily on shelves of many pack- 
aging executives, agency men and 
even university libraries. Work 
from’ its pages has been featured 
in the 
Art,’ “London Studio,” 
Art and Industry” and 
brauches-Graphik.” 

“If publicity,’ Mr. Higdon re- 
marks, “brought the reader some- 
thing interesting, exciting, enter- 


ELEMENTARY 


“London 
“Ge- 


Oil in the ground keeps a specialized group 
of petroleum people busy getting it out. . . 
produced, in other words. The O1. WEEKLY 
is specialized for this group of producers. 

Oil that goes to market in a variety of 
guises keeps another specialized group of 
petroleum people busy getting it processed 

. in short, refined. PETROLEUM REFINER 
is specialized for this group of refiners. 

If you are looking for top coverage of 
either of these world-wide groups, study 
carefully paragraph 10 of all the ABC 
statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 
Chicago Tulsa Los Angeles 


industry. There, 


coupons or 


repose | 


taining and amusing, and then 
only incidentally mentioned its 
wares, it would be better re- 
ceived.” He also maintains, “There 
should be less separation—or none 
at all—between fine art and ad- 
vertising art. What is admired in 
the gallery would likely be an 
object of admiration on the adver- 
tising page.” 

These, and other factors, are the 
meaning of the tiny credit line on 
the title page of the “Anthology.” 
It reads, simply, “Lighted by Hig.” 


Elect Miller President 


Linwood A. Miller, for the past 
four years in government service 
and prior to that president of 
Willys - Overland Motors, Toledo, 
has been elected president of the 
Federal Electric Company, Chi- 
cago. 


Names Morrow, Davis 
Lynn Morrow, formerly assist- 
ant to W. B. McGill, sales promo- 
tion and advertising manager of 
Westinghouse Radio Stations, 
Philadelphia, has been named 


sales promotion and _ publicity 
manager of WBZ and WBZA, Bos- 
ton. Wendell A. Davis, formerly 
in the WBZ’s news and special 
events department and recently 
released from the Navy, has been 
appointed publicity representative. 


Judd Plans Campaign 


H. L. Judd Company, Walling- 
ford, Conn., will launch a new 
national advertising campaign for 
its traverse tracks in May. Busi- 
ness papers and general magazines 
will be used. 
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1 WANT A PRODUCT TO SELL IN NEW 
YORK AND/OR NEW ENGLAND 


Skilled sales manager and merchandiser 
with unusual contacts and New York office 
just starting as manufacturers’ sales agent 
desires products salable through drug and 
department stores. Opportunity for man- 
ufacturer to secure personal services of 
sales expert. Highest references. 

Box 6472 

je, 330 W. 42nd Street 


Advertising A 
New ork 18, N. Y. 
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YOU CAN’T TEAR HER AWAY FROM 


seventeen 


—she only has eyes for her favorite magazine. And there are 850,000 others 


just like her—high school girls who use SEVENTEEN as their shopping guide; 


high school girls who check the magazine's editorial and advertising pages 


before they buy, 


Kou don't take our word for it! Ask Harvey’s of Nashville. 
Their two column, $625 insertion drew 36,000 inquiries 


—a quarter of a million dollars’ worth of business. 
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51-Card Barrage 
Reminds Dealers 


of Parker Pens 


Janesville, Wis., April 16.— 
There won’t be many Parker “51” 
pens for a while, but the Parker 
Pen Company is making sure that 
its dealers don’t forget what a 
profitable sales item they are. 

For 51 consecutive days, each 
dealer receives a postcard which 
contains a selling message over- 


printed on a colored “Parker ‘51’ ”. | 


Sample messages are: “A jewelry 
item with jewelry mark-up”; 
“Millions refuse to buy any pen 
but a ‘51’... they’re waiting”; 
“We don’t send you a ‘51’ until it’s 
all ‘51’, every inch of it.” 


So for 51 days, a daily card re | 


minds the dealer of the pen’s sal- 
ability, and on the 52nd day | 
a broadside arrives which repro- 
duces all the cards of the series. 
Simons - Michelson Company, 
which handles special dealer pro- 
motional advertising for Parker, 
designed and executed the cam- 
paign. 


McGraw Elects Mayo V.P. 


Frederick J. Mayo, vice-presi- 
dent and general representative of 
Continental Industrial Develop- 
ment Company, a subsidiary of 
F. H. McGraw & Co., Hartford, 
has been elected vice-president of 
the parent company. He will be 
in charge of the New York and 
New England districts. Albert P. 
Durso has been appointed vice- 
president in charge of the Pitts- 
burgh district; Murray E. John- 
son, vice-president in charge of 
the Gary-Chicago district, and 
Donald W. Neville, vice-president 
in charge of the western division. 


Reynolds Promotes Dunn 


Donald G. Dunn, formerly head 
of direct mail advertising and sales 
promotion for Reynolds Metals 
Company, Richmond, has been ap- 
pointed assistant sales manager of 
the aluminum sales division, with 
headquarters in Louisville, Ky. His 
duties will include coordination of 
sales service, sales statistics, ad- 
vertising, sales promotion and 
marketing research, as well as 
other internal services. 


Gets Cosmetic Account 


Countess Maritza Cosmetic 
Company, New York, has placed 
its advertising with Walter W. 
Wiley Advertising, New York. 
— and newspapers will be 


SRRER 


que MOST IMEFATED 


pew im THE WORLD 


| REMINDERS—These are part of the 51- 

card postcard series with which Parker 

Pen Co. reminds its dealers daily of the 
“BI pen's virtues. 


Polaroid Offers 
New Visual Aids 


Cambridge, Mass., April 17.— 
|Two new “now you see it—now 
you don’t” visual selling aids 
utilizing properties of polarized 
light have been introduced by the 
Polaroid Corporation for graphic 
demonstration of wide varieties of 
industrial and consumer products. 

The Polaroid Selectograph pre- 
sents a type of “before and after” 
view through use of a scrambled 
photograph which presents two 
views, one through one type of 
lens and one through another. The 
Polaroid Three-Dimensional Vec- 
tographs present a type of third- 
dimensional picture when viewed 
through simple polarizing spec- 
tacles. The process was developed 
for aerial photography interpre- 
tation during the war. 

To sell the products Polaroid 
has set up a special sales division 
headed by Louis H. Brendel. 
Though no promotional space is 
planned now, copy will be handled 
by Batten, Barton, Durstine & Os- 
born, New York. 


Weatherhead Names 4 


The Weatherhead Company, 
Cleveland, O., has announced the 
appointment of four divisional 
| sales managers, all with headquar- 
ters in Cleveland. They are: J. A. 
Strachan, sales manager of the 
original equipment division; D. W. 
Holmes, standard parts division; 
T. V. Scott, liquefied petroleum 
products division, and L. C. Doo- 
little, aviation division. 


WWL 


New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


Folks turn first 


"DURANTE: WooRE SHOW" 
FRIDAYS 8:30 P.M. 


REXALL DRUG STORES 


WW B70 on ; 


Your Dial 


st to— 


NEW ORLEANS | 


EPARTMENT OF 


The Greatest Selling Power 


LOYOLA UNIVERSITY 


in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Ketz Agency, Inc. 


‘Eyes’ is Latest 
Negro Magazine 


Iowa City, April 16.—Eyes, a 
national picture magazine intended 
to show Negro progress in all 
fields, makes its first appearance 
this month with an average guar- 
anteed net paid circulation of 
50,000. 

William C. Ferguson, publisher, 
estimates that the new publica- 
tion will serve a Negro market 


with savings of $3% billion, and 
emphasizes that recent surveys 
have shown this market to be as 
responsive to brand advertising as 
any other American market. 
Advertising rates scale from 75 
cents per agate line to $250 per 
page. No alcoholic beverage ads 
will be accepted. It is the purpose 
of the magazine, Mr. Ferguson 
said, to “picture the best the Negro 
race has to offer in art, literature, 
science, industry and sports,” and 
to inspire its readers with pictures 
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which illustrate advancement of 
the race. 

H. I. Fontellio-Nanton is ex- 
ecutive editor, and L. J. Ferguson 
is promotional manager. Rawlings 
& Bishop are art editors. 


Henning, Clogg Named 


W. J. Henning has been ap- 
pointed general manager of sales 
in Western Canada for Robin Hood 
Flour Mills. J. S. Clogg has been 
named sales manager for Mani- 
toba. 


WHAT PUTS BETTER HOMES & GARDENS coc 


IN THE BEST-SELLER CLASS WITH 


GONE WETM THE WIND? 


In a few short years, the BH&G Cook Book skyrocketed to the 9th 
place among all best sellers published since 1880! — and the 


competition included not only Gone with the Wind but that 


hardy perennial, Message to Garcia. 


What did it? It’s a corking good book. It’s written for good 


cooks and good homemakers: BH&G readers are alive to everything 


new and interesting in food. And it never grows old or dated — 


every month loose-leaf additions appear in BH&G magazine. 


Does that make BH&G sound like a good spot for your food story? 


None better. Almost one page out of 5 supports you with food 


editorial. Over 2,650,000 homemaking women in comfortable 


suburban homes 


are your readers. 


Can you think of any group that could possibly give you a higher 


percentage of sales of your soup or bacon or butterscotch pudding? 


CIRCULATION OVER 2,650,000 


—and no place like Better Homes & Gardens 
to sell everything that goes into homes 
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ment of MY = | : aos : 
Builds Service years with Beaumont & Hohman tising with the former George Bat- Hall Moves to La Canada | 
ie ae and Ross Federal Research, heads | ten Company; one of the predeces- Gail Hall Advertising Agency ‘ere 
— the h . . . ye . . : 1 1 
oshaien for New Products merchandising division George sors of BBDO _He has produced has moved its headquarters to 751 
- Sanders, former program director|about 40 motion pictures for : 
Rawlings ‘ A : Foothill Blvd., La Canada, Cal., 
_Los Angeles, April 16.—Adver-|of KWKW, Pasadena, and Clark| United Artists, Paramount and 20 miles from Los Angeles, but 
tising Engineers Corporation is|Kuney, writer and announcer,|°ther companies as well as a num-| wij] retain its offices at 215 Ww. EXCLUSIVE 
now specializing on accounts/have joined the agency as heads|ber of commercial pictures, ac-|Seventh St., Los Angeles, for con- 
ned which require merchandising and|of the radio department. Walter |Cording to agency officials. ferences. 
; : Pp 
een ap- sales —_ in the introduction of |Liebscher is in charge of produc- 
of sales new products. tion, and Mary Lyons is new me- i 
xin Hood The agency has taken additional! dia and time buyer. Edward R. Appoints Post Returns to Tracy, Kent Vv ALUES 
nas been offices in the Pershing Square|Halperin, president, remains as Carl Post has been appointed| Indian Motocycle Company, 
» Mani. building, and added new person-| general manager ° head of the newly created radio | Springfield, Mass., has replaced its 
‘a Nex Gea Gar Ge + ie cn: P department of B. P: Schulberg-|advertising with Tracy, Kent & Advertisers and agencies who 
we . y - flalperin started in adver-|Irving Rubine, Hollywood. Co., New York. knew she hospital field best are 
recognizing more and more that 
~ HOSPITAL MANAGEMENT 
aad supplies many exclusive adver- 
‘| tising values. For example, the 
: March, 1946 issue carries ninety 
‘| pages of advertising —the big- 
C OK BOOK gest in our history from every 
SST || standpoint. 
‘ 
| kk Ok 
* ¥ 
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Best-seller figares (which include Rible 
and classics taken from Alice P. Hackett, 
Fifty Years of Best Sellers, 1895-1945, 


R. R. Bowker & Company, N. Y., 1945. 
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OP Pm 
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All of the advertisements re- 
gardless of their size continue 
to have magnificent visibility as 
the editorial material is care- 
fully arranged all through the 
book to give the advertising 
maximum display. The binding 
used permits the book to lie 
flat wherever opened. 


* ¥ & 


Many more people are also com- 
ing to realize that HOSPITAL 
MANAGEMENT now has more 
paid subscribers from hospitals 
than any other publication in 
the field. Even to these ana- 
lytical individuals, it may come 
as a surprise to learn of the 
extent of Hospital Manage- 
ment’s dominance within the 
United States. In this classifi- 
cation, it has 5,836 paid sub- 
seribers as against 5,341 for the 
second paper and 5,174 for the 
third paper. Why not check 
these vital facts with a repre- 
sentative of HOSPITAL MAN. 
AGEMENT? 


x & * 


Of course. the power behind 
Hospital Management’s circula- 
tion leadership in hospitals is 
a vigorous and properly bal- 
anced content of live news and 
technical articles. Seventy-five 
percent of the subscribers regu- 
larly route their copies of the 
publication to their department 
heads, as revealed by a reader- 
ship survey made by an adver- 
tising agency for one of the 
larger advertisers to hospitals. 
A study of this report is avail- 
able upon request. 


x * * 


Much of the editorial material 
which has appeared in our col- 
umns was so successful in its 
objectives that hundreds of hos- 
pitals asked for reprints and 
these were supplied in booklet 
form. In those hospitals that 
have these booklets, interest has 
naturally increased in the pub- 
lication from which they were 
taken. Their prestige building 
value is so obvious that an ad- 
vertising agency handling a 
pharmaceutical account recently 
suggested that we accept adver- 
tising in them. 


x & * 


It could be well worth your 
while to get the complete story 
of this new leader in the hos- 
pital field from one of our 
representatives. 


Sbyital 
Meum 


100 E. Ohio St., 
330 W. 42nd St., 
68 Post St., 


Chicago 
New York 
San Francisco 
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: ing goes into newspapers, Mr. 
F-F-G’s ADVERTISERS Sconce Co” ~— Walgreen Reveals sty, st Sewapes ae 
Features Trade Copy used primarily because Walgreen’s 


FIND IT PROFITABLE 


Evinrude Motors 

L. L. Bean Equipment 
Smith & Wesson 
Fred Arbogast Baits 
Purina Dog Chow 
Johnson Sea Horses 
States of Colorado, 
Michigan, 
Wisconsin, Pennsylvania, 
S. Dakota, Ontario 
South Bend Baits 

James Heddon's Baits 


Minnesota, 


General Electric Company, 
Schenectady, N. Y., is distribut- 
tg at police radio exhibits and 
to police stations throughout 

| the country, a four-page folder 
|containing four advertisements re- 
|cently appearing as a series in po- 
lice advertising publications. 

| The campaign, set up jointly by, 
the transmitter sales promotion 
'department of G-E and its agency, | 
|'Maxon, Inc., New York, was re-. 
‘run three times, and featured four) 
|alleged qualities of G-E’s two-way | 
FM mobile radio—‘“greater com-. 
‘munication range, lower battery. 
drain, improved tuning reliability, 
|and complete accessibility.” Copy 
was designed to appeal to chief 
‘engineers and radio operators of 
police stations. 


Sales, Ad Tactics 


likes the size and impact of a 
newspaper layout. Normally Wal- 
green’s copy appears in only one 
|mewspaper, and the newspaper 
selected as the one having the 
largest city circulation. 

Other factors influencing the 
‘choice of the newspaper: the 
‘placement of competitor’s adver- 
'tising (Walgreen wants to be in 


of Estimated Sales | the same paper, reasoning that it’s 
desirable to get its sales message 


After First 6 Months 
‘across to the same people who 


Chicago, April 16.—What goes read the competition’s advertis- 
on when Walgreen’s opens a new | ing); the placement of department 
store? How and where do they ‘store linage (the drug chain be- 
place advertising? “What products lieves department stores are the 
will receive most of the promo-|>iggest buyers of space, and pre- 
tion? sumably know the best newspaper 


These and other questions were | ‘© Put it in). 


for New Stores 
Chain Budgets 2-3% 


+ . j | |} 
Thompson Boats ‘Martin Appoints Darrow spivered ins week cna: | _ Advertising Budget Set a 
Marlin Guns ‘assistant to the president of the ing of weer Comaeny, Fi a) Soe baits atneliting enpendi- | eed 

interview wi DVERTISING AGE. is no 
” Bass Outdoor Footwear Few — a The announcement copy herald-|less than 2% or more than 3% } ligh’ 
; Hodgman Sportswear | public pn of Glenn L. Mar-|ing the opening of the store and|of gross sales. Substantially more | dise 
Crown Fencing tin Company, Baltimore. the bulk of subsequent advertis-|than this percentage is_ spent 


Read by Year-Round Ill. Merchandise Mart 
Wayne Dog Food 


¥i 


Sportsmen 


Most of these companies have used 
FUR-FISH-GAME for many years. 
They find a profitable market in F-F- 


Taylor Fur Co. 
Duxbak Sports Clothing 
Pachner & Koller Hooks 


“a G’s 90,000 year-around sportsmen. 
many of whom supplement their in- 
comes with hunting, trapping, fur 
raising, etc. To them FUR-FISH- 
GAME is both a magazine of inter- 
esting stories and a trade paper in the 
outdoor field. 


General Marine Motors 
. Old Town Canoe 
Horricks-lbbotson 
Weber Lifelike ‘Fly 
Lou J. Eppinger | 
Richardson Rod & Reel | 
Creek Chub Bait | 
Western Cartridge | 
| 


This all-male audience is also inter- 
ested in tobacco, liquor, household 
appliances, tires and kindred needs. 
We have space available for you in 
1946. Also some 2, 3 and 4 color cov- 


ers at $350 to $550. Write Winchester Arms 


The A. R. Harding Publishing Co., 175 E. Long St., Columbus 15, O.| 
Representatives 

New York 

Walter C. Elly, Murray Hill 4-0626 


20 MILLION COPIES 
TO BE PRINTED! — 


These are a few of 90 hilarious cartoons in this 
great new tabloid (24 pages of story and humor). 


Chicago 
Cole & Mason, Superior 6558 


SEAGRAM'S 


Sportsman A\rt Prints 


are a special limited deluxe edition litho- 


graphed in full color by CONTINENTAL. 


Because Seagram-Distillers and the 
artists Paul Bransom, Lynn Bogue Hunt and 
Wm. J. Schaldach pronounced them "'mar- 


velous reproductions," we feel quite proud. 


You can get all six (each 20 x I7, inches for 
framing) by sending one dollar to Seagram- 
Distillers Cores. Dept. AA, Chrysler Bldg., 


York City 17, _— 


st BD f % 


oY Ge — 


Ist forms close April 28, 1946. For advertising rates in this medium, write | 
Advertising Mgr., Lone Star Press, Suite 900, 505 Fifth Ave., New York 17, | 


N. Y. Tel. MUrray Hill 2-3757 * ee i & : She es 
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during the first six months, but 
after the introductory period, 
space used tapers off until it 
reaches this formularized per- 
centage. 

Into the introductory copy go 
hard-to-get merchandise, hot traf- 
fic items, and novel items which 
can be put into the opening adver- 
tisements at an attractive price. 

“The second medium to be used 
is spot radio. Before the opening, 
spot announcements and news- 
casts tell the audience of the 
location and opening date of the 
new store. Circulars, outdoor 
transportation and direct mail are 
not used, Mr. Mulaney says, be- 
cause they are “not only costly but 
provide little evidence of traceable | 
results.” 


Avoid Price War 


| 

The price adjustments for open- | 
ing advertisements are based on! 
one idea: to bring people into the | 
store for merchandise and to spot- | 
light the price of that merchan-_ 
dise without starting a price war.) 
As a result, Walgreen’s doesn’t try | 
to undersell the entire market. | 
Some leaders will be established, 
but the established price range is) 
higher than the average of Wal-| 
green’s competitors. 

Actual space in the advertise- 
ment is based on Walgreen’s pre- 
vious findings of its sales pattern: 
40% of the opening shot is given 
to drug, patent medicines, tooth 
paste, etc.; 20% goes to the chain’s 
logotype, plus opening sale head- 
ing and editorial copy; 15% is de-_ 
voted to cosmetics; 10% allocated | 
to candy items; the remainder is | 
divided among cigar department | 
leaders, special low-priced items | 
and editorial copy on the foun-. 
tain. 


Drugs Do 45% 


The company normally figures) 
that its retail outlets will sell mer-| 
chandise as follows: drugs will 
do 45% of the sales volume; 28% 
will be done by the fountain; and 
27% by the cigar section. Space in| 
the store as well as in copy is| 
allocated on this basis. The in-| 
ventory carried is in the same 
proportion. 

Seven days before the opening | 
date, all advertising material is. 
cleared and checked, with substi- | 
tute items and prices sent along) 
to the newspaper carrying mon 
copy in the event of last-minute) 
cancellation of some of the items. | 
Normally, Mr. Mulaney says, the | 
chain has been able to make price | 
or product changes in the copy up) 
to 12 to 14 hours before pub- 
lication. Initial sales calculations 
are based on doing a $7,000-$8,000 | 
volume during the opening two) 
days. 


Plans Canning Campaign 
The Boston Woven Hose & Rub- 


ber Company plans to begin a 
magazine and radio campaign soon 


for its Good Luck jar _ rings, 
through Paris & Peart, New York. 
Advertising schedules. will be 


timed to various peak canning 
periods. 


. . ’ 
Wright Joins ‘Parade 
Aubrey H. Wright, recently re- 
leased from the Army and before 
that director of market research | 
of WLW, Cincinnati, has been | 
named to direct the research and 
market analysis of Parade Pub-| 
lication, New York. 


CONTINUED 


LEADERSHIP IN THE 
_ CANDY INDUSTRY — 


FIRST* IN 


Don Gussow, Editor & Publisher 


33 W. 42nd St. 


New York 18,N.Y. [i 


New Sales Plan 
by Park & Tilford 


New York, April 17.— Park & 
Tilford, Inc., on May 1 will de- 
centralize sales and merchandis- 
ing activities of the wine and 
spirits division by dividing the 
United States into four geographic 
sales divisions plus a fifth divi- 
sion supervising sales of spirits 
and wines to hotels, clubs, rail- 
roads and steamship lines. 


Sales managers for the major 
states will be under the divisional 
sales managers: Charles Reiner, 
eastern division; Edward H. San- 
born Jr., eastern states monopoly 
division; Harry P. Herrfeldt, west- 
ern division; W. R. McCool, cen- 
tral division, and Samuel P. Hal- 


denstein for hotel and_ special 
sales. 
Atlas Names Rockwell 


Robert Rockwell, formerly with 
Rockwell-Elliott Productions, has 


been appointed motion picture di- 
rector of Atlas Educational Film 
Company, Oak Park, Ill. 


Appoints McCaig 

C. D. McCaig, associated with 
the electrical industry for 18 years, 
has been appointed general sales 
manager of Amalgamated Electric 
Corporation, Toronto. 


Joins ‘Aero Digest’ 
Dr. Arthur Nutt, previously di- 


rector of aircraft engineering of 
the Packard Motor Car Company 


45 


and former vice-president of the 
Wright Aeronautical Corporation, 
has been named power plants con- 
sulting editor of Aero Digest, New 
York. 


AONE EIR " 
R SHOP, Inc. 
431 5. Deerborn St., Chicage 5.1 linois 


... help create sales 
the next day! 


MARKET-WIDE CIRCULATION LEADERSHIP 


DAILY AND SUNDAY 


To effectiv 
the whole Oregon 
Mark 
newspaper, 


Three trips across the continent each night! 9840 


miles! That’s the daily mileage of the motor trucks 


that distribute The Oregonian. While most people 


sleep, a crew of night-driving truck drivers speed 


The Oregonian to all sections of the Oregon mar- 


ket area for early morning delivery. Add to this, 
trains, planes and buses, also used in the distri- 


bution. This dependable circulation service is one 


of the reasons readers rely on The Oregonian... 


ely reach 


ef with a single 
use +: 


*(Oregon and 7 counties in Southwestern Washington) 


Che Ore 


and buy from its advertising. 


PORTLAND OREGON 


gonian 


REPRESENTED NATIONALL ¥ BY PAUCE BLOCK & ASSO CHATES 
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That ain’t no dogie, pardner! It's a prime beef steer and brought a 
record price at the recent 4-H Club auction here in Waco. In a way 
it indicates the kind of live, fast-growing territory served so well by 


THE WACO NEWS-TRIBUNE & TIMES-HERALD 
THE WACO SUNDAY TRIBUNE-HERALD 


WACO, TEXAS 


National Representative . . .Burke-Kuipers and Mahoney 


Britain Talks 
International 
Exhibit in 1951 


| London, April 10.—The British 

capital will act as host at an In- 
| ternational Exhibition and 1951, it 
|'appeared this week, seems to be 
| the earliest practical year. 

The exhibition will be separate 
|\from the well known British In- 
'dustries Fair, which is scheduled 
be get under way again in May, 
'1947. A government committee 
which has been meeting under the 
chairmanship of Lord Ramsden 
/points out that the International 
| Exhibition of 1851 “achieved an 
overwhelming success” and any 
celebration of its centenary ‘‘must 
be staged on a scale to ensure a 
repetition of that success.” 

The proposed exhibition should 
surpass the New York World’s 
Fair of 1939 in scale and technical 
achievement, and the Paris Exhi- 
bition of 1937 “in aesthetic excel- 
lence and personal appeal,” the 


committee adds. 

Two sites are recommended. 
The first is the blitzed area of the 
City of London; the second is the 


| blitzed site near Waterloo Station. 


Cost of the land and buildings 
might run between $24,000,000 
and $32,000,000, but such a sum 
would be well justified, proponents 
contend. 

If the exhibition is organized, 
says the Ramsden committee, “it 
must be a dynamic success” and 
“no money or effort should be 
spared to guarantee that it will 
surpass any previous international 
event of the same character.” 

Committee members suggest that 
an international convention be 
held for the purpose of limiting 
the number of international ex- 
hibitions in the postwar era, pro- 
viding the U. S. and Russia are 
parties to the discussions. 


Changes Call Letters 


State Broadcasting Corporation, 
Hartford, has been granted au- 
thority by the FCC to change its 
call letters from WHTD to WONS. 


strikes or no strikes... 


#4. 
Pa 
SAVINGS and SALES ie 
26; | 
He | 
Rig | 
in DETROIT! (: 
SOAR in Pe 
(Of: 
ae 
63 
30; | 
. STRIKES and shutdowns . . . Detroiters still have money! Federal | & 
Reserve Bank statements show savings in Detroit totaled 802 million Sa ; 
62 © 
dollars on February 27, 1946 .. . an increase of 17 million dollars sai! 
146! 
in the period of the GM strike, and a gain of 123 million Yi™ 


dollars over a year ago! Moreover, despite shortages of 


merchandise and materials, retail sales are ahead of last 


year, and building permit figures are soaring. To 


sell your product in this rich market today, use 


The Detroit News... with the largest 
ABC-recognized home-delivered circulation 


of any newspaper in America. 


‘ DETROITERS TAKE THEIR 


BUYING CUES FROM... 


Largest trading area 

circulation, week days 
and Sundays, of any 
Detroit newspaper. 


OWNER AND OPERATOR OF RADIO STATIONS WW4J 


AND WENA 


/ 
hi 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 11 
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Suggests Formula 
for Finding Right 
Leads, Getting In 


New York, April 17.—Most sales 
managers know that salesmen 
waste more time between calls 
than they do in actual selling. 

That’s one reason they will be 
interested in “Finding the Pros- 
pect and Getting the Interview,” 
written by Charles B. Roth, presi- 
dent of Charles B. Roth and As- 
sociates, business counselors. 
(Prentice-Hall, New York, $2.50.) 

Mr. Roth has packed 171 pages 

with case histories, tricks of the 
trade, and efficiency pointers. He 
has picked them all with two ob- 
jectives: to reduce waste motion, 
and to make more calls produc- 
tive. 
Many of his suggestions are fa- 
miliar ones to readers of sales lit- 
erature. Several of his best em- 
ploy direct advertising: (1) to 
“pre-heat” prospects before the 
salesman calls, and (2) to find out 
whether a “name” is really a pros- 
pect. 

Admitting that random cold- 
canvassing is a wasteful process, 
Mr. Roth addresses a large share 
of his book to a simple formula for 
market analysis to weed out the 
ripe prospects. 

“All the market analysis a sales- 
man needs is often this simple,” 
he writes. Just answer four ques- 
tions: (‘‘1) Has the prospect the 
money or can he get it? (2) Has 
he the authority to buy? (3) Is 
he in earnest? (4) Will he buy 
now?” 


Iced Coffee Drive 


to Include Comics 


New York, April 17.—In an effort 
to widen the age group of coffee 
drinkers, the Pan American Coffee 
Bureau and National Coffee As- 
sociation this summer will for the 
first time, use four-page cartoon 
strips in Sunday newspaper comic 
sections. 

The bureau’s iced coffee cam- 
paign in comics, used because of 
the wide circulation of the me- 
dium, will include 201 strips, titled 
“The Good Neighbors,” in 67 pa- 
pers during the 10-week period 
from June 16 to August 18. 

Other media plans include fvcur- 
color insertions June 1 in Collier’s 
and The Saturday Evening Post, 
followed by ads in American 
Magazine, Life and Look. Two 45- 
second jingles have been prepared 
for use by roasters, special ads will 
run in business papers, and 
counter displays and window dis- 
play material have been prepared 
for dealers. ; 

J. M. Mathes, New York, han- 
dles the account. 


Makes New Freight Unit 


Reynolds Metals Company, 
Louisville, has developed a light- 
weight aluminum freight con- 
tainer, 20-by-8-by-8 feet in di- 


mension, for use in rail and truck 
‘transport of less- than - carload 
|shipments of freight. It is designed 
to reduce shipping costs, facilitate 
| loading and unloading operations, 
| Speed handling time and provide 
door-to-door delivery on one-half 
| box car shipments. It can be used 


for refrigerated freight shipments. 


| 
} 


Chicago Journal of Commerce 
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Alcoa Promotion 
fo Interpret 
Company Policy 


Sales Copy Will 
Also Feature Its 
$2 Million Drive 


Cleveland, April 17.—The Alu- 
minum Company of America, 
which won many an award for its 
“imagineering” copy during the 
war years, will stick to interpre-| 
tive advertising, sparked with con- 
siderable product sales talk, dur- 
ing the coming year. Working 
with a budget which has been 
stepped up 37%, to a total of more 
than $2 million, Alcoa will shoot 
most of its promotion through 
magazines, business papers and 
newspapers. Radio, which caught 
part of Alcoa’s promotion in 1944 
and 1945, will not be included this 
year. 

Basically, the company is driv- 
ing to capitalize on the imagineer- 
ing approach it built up during the 
war when it had nothing to sell. 
Among its interpretive themes will 
be: (1) the results and benefits to 
the public of its research; (2) the 
economic advantages of aluminum, 
told with concrete items familiar 
to the public; (3) quality control 
exercised by the company from 
the mining of the bauxite until the 
fabricated aluminum product 
clears its plant doors; (4) the aid 
which Alcoa gives to small busi- 
ness men, 


Better Business Relations 


This fourth theme is one of 
which the company is particularly 
proud. It will stress the numer- 
ous cases in which its engineering 
and planning staff have helped 
small businesses to solve problems. 
Besides its undoubted selling ap- 
peal, this approach should repre- 
sent a bid for business favor; be- 
fore the war, Alcoa had been fre- 
quently investigated by govern- 
ment men who believed they de- 
tected a thread of monopoly in the 
aluminum titan’s operations. 

The company plans to spend its 
budget as follows: 600 individual 
pieces of copy will go to 130 busi- 
ness and technical papers; the 
magazine budget has been raised 
65%; “spot messages” will appear 
in 150 newspapers in or near the 
company’s plants or offices; ex- 
penditures for motion pictures and 
magazines have been increased. 
Fuller & Smith & Ross has the ac- 
count. saat? 


Home Builders’ Agency 

Glo-Brite Home Builders, Cam- 
den, N. J., has appointed the 
Philadelphia office of Abner J. 
Gelula & Associates to handle its 
advertising, public and labor re- 
lations programs. 


--- ALL SET FOR THE 
CAR OF TOMORROW 


High premium gas of prewar days is now 
standard at your gas station. New motors 
are being designed to capitalize the higher 
octane gas. The car of tomorrow (perhaps 
1947 models, say some) will be equipped 
for the super 100-octane gas that the re- 
fining industry contributed to the war’s 
aviation program. 

The fact that the entire refining industry 
must now fall in line to produce the higher 
octane gasolines means new equipment to 
the tune of $3 billions. Our nearest rep- 
resentative will break down the figures for 
you. 


PETROLEUM REFINER 


Houston New York Cleveland 
Chicago Tulsa Los Angeles 


. .t . . . 

Two Join ‘Pic’ Editorial 

Evan Kelston, formerly with 
Apparel Arts-Esquire, and Look, 
and William Frazer, recently in 
the Army as art director of the 
continental edition of Yank, Paris, 
have been appointed feature edi- 


tor and art director, respectively, 
of Pic. 


Stuckslager Promoted 


Walter Stuckslager, with the 
Chicago advertising staff of Es- 
quire, has been promoted to west- 
ern advertising manager. 


Pressure Cooker 
to Make Debut 


New York, April 17.—Advertis- 
ing for Karen Kooker, a new pres- 
sure cooker manufactured by 
Koones - Beebe Associates, Inc., 
New York, will appear in more 
than 40 newspapers along the east- 
ern seaboard. Supplementary copy 
is scheduled for Good Housekeep- 
ing and national farm magazines. 
Paris & Peart advertising agency, 


New York, has the account. 

The newspaper campaign is ex- 
pected to open in about two 
months, the agency said, when 
dealer promotional pieces will be 
sent to dealers. Copy in magazines 
will follow in the fall. No adver- 
tising budget for the campaign has 
been released. 


Appoints Ryan 

Dan Ryan, formerly WGN pro- 
ducer, has joined the radio de- 
partment of Dancer-Fitzgerald- 
Sample, Chicago. 


“Cover Catholic ! 
Schools, Churches, 
and Institutions 


135 W. WELLS ST., MILWAUKEE 3, WIS. 


7 
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America’s Relations with America 


AMERICA’S NO. 1 NETWORK 


eA 
a 
— 
Ra 


A Service of Radio 
Corporation of America 


The National Broadcasting Company has been 


honored by The American Public Relations 


Association for most meritorious public 


relations accomplishments during 1945. 


The award has been given NBC in recognition of 


accomplishments in service—to America itself. 


It has been given in recognition of one program out 


of many NBC-produced and sponsored broadcasts. 


AMERICA UNITED—that program’s aim, as its 


title—brings ranking leaders of Industry, Agricultur’ 


and Labor to discuss together their individual 


problems in reconversion to peace and their 


collective plans for the future—a future they are 


mutually building. 


AMERICA UNITED is broadcast each week. It is a 


serious effort designed to serve Americans, rather 


than to entertain them alone. AMERICA UNITED is a 


program made possible by the success of others— 


commercially sponsored on NBC. 


This award for meritorious public relations is 


accepted as indication that NBC presents radio 


broadcasting measuring fully to the standards of 


‘interest ... convenience. . 


= 9 
. necessity. 


2-06....the National Broadcasting Company 
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Stafford Joins Tel-a-vix 
E. F. Stafford has resigned as 
director of publicity for 


Cuts Classified 


The Fort Worth Star Telegram 


WBZ-|has eliminated classified advertis- 


WBZA, to join Tel-a-vix record-|ing from its Monday issues for an 


ing studio, Boston. 


indefinite period. 


WSBT coes uP, T00-To 5000 WATTS! 


WSBT steps UP its power—soon*— 
to 5,000 watts for more intensive cov- 
erage of the South Bend Market... 


second largest in Indiana... where 


they re earning more, spending more, 
and listening most to WSBT. 


* Construction permit granted February, 1946 


COLUMBIA 
NETWORK 


960 KC 


Paul H. Raymer Co., National Representatives 


IN THE TIRE 


BUSINESS 


FIELDS the NUMBER ONE 


TIRE REVIEW 


Your Market Place for 


Tires and Tubes Auto Supplies Hardware 
Batteries Radios Wheel Goods 
Spark Plugs Home Appliances Sporting Goods 
Brake Lining Housewares Travel Supplies 
Tire Chains Paint Supplies Automobiles 


TIRE REVIEW 


Published at Akron, Ohio, for 44 years 
for the tire and super service stations 
31 N. SUMMIT ST., AKRON 8, OHIO 


Los Angeles—J. H. Tinkham, 1406 S. Grand Ave. 
Phone Richmond 6191 


and ALLIED 


PAPER is 


Editor Compares 
House Magazines 
to Lost Ships 


Hartford, Conn., April 17.—In- 
dustrial publications and house or- 
gans have progressed little since 
“their inception,’ primarily be- 
cause their editors “were selected 
not because of their ability to do 
the job but because they happen 
to be handy at the moment.” 

Timothy P. Mannix, editor and 
informational supervisor, New 
England Telephone & Telegraph 
Company, Boston, criticizing busi- 
ness papers and house organs be- 
fore the Business Editors of South- 
ern New England here recently, 
said most such publications are 
“ships without rudders floating on 
a complacent sea.” 


Objectives Too Vague 


“Trade publications can never 
attain the stature that they 
should hold, both with labor and 
management,” he declared, “until 


they draw up a set of concrete 
objectives and of ways to meet 
these objectives, and until they 
know and follow the magazine 
needs of both management and 
labor. Yet very few editors have 
ever bothered to find out what 
their readers and their company 
want, and their objectives, if any, 
are so general as to be useless.” 

As an example of types of ar- 
ticles needed in business papers, 
Mr. Mannix pointed out that sev- 
eral reader surveys have shown 
that articles explaining a com- 
pany’s “economics” are desired. 
Few publications, he said, ever 
get close to that subject. He 
added that few editors of such 
papers apparently know much 
about printing methods, photog- 
raphy or layout. 


Renel Perfums Expands 


Parfums de Renel has enlarged 
manufacturing facilities and offices 
in Mount Vernon, N. Y., to handle 
expanded production of Etchings. 
Limited distribution of a second 
perfume, Becoming, has begun. 
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St. Louis Builders 


Air Housing Snarl 


St. Louis, April 18.—A series of 
half-hour radio open forums de- 
voted to unrehearsed discussions 
of home construction problems has 
been launched here. Semi-spon- 
sored, “You Can Build A Home”’ is 
supported by KXOK and _ the 
Greater St. Louis Building Con- 
gress, consisting of local chapters 
of the National Association of 
Home Builders, Associated General 
Contractors of America, American 
Institute of Architects and the 
local Real Estate Exchange. 

The St. Louis program is in the 
nature of a test program for pos- 
sibilities of national or enlarged 
programs over networks. Hoelke- 
Martine, St. Louis, is the agency. 


R&R Names Hadley 


Wayne D. Hadley, formerly with 
Botsford, Constantine & Gardner, 
has been named production man- 
ager of the Seattle office of Ruth- 
rauff & Ryan. 


aii: cxmnagaeeer >: 


Maualtiply your 
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a Thousand-fold with 


. ‘ . 


AbvERTISING MOTION PICTURES 
— available on regular schedule in 
almost 11,000 of the 18,000 motion pic- 
ture theatres of the U. S.— give you 
the equivalent of actual demonstration 


of your products on a mass basis! 


These Minute Movies combine color, 
motion and sound to create a dramatic, 
living presentation of your sales story. 
In one minute they pack an amazing 
amount of selling that reaches the eyes 
and ears simultaneously! 
Movies reach an undistracted audience, 


in darkened theatres where 


Minute ~ 


all attention is focused on a huge screen. 
They can be purchased on a _ pattern 
that matches your distribution. They 
are sold at reasonable standard rate per 


thousand attendance. 


Leading national advertisers, who ap- 
preciate the value of extensive demon- 
strations, are now booking Minute 
Movies through this organization which 
has handled all phases of the operation 
for many years. For case histories, 


rates, and full information on Minute 


Movies, telephone or write today. 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 


2300 Wrigley Building, Chicago 11 


500 Fifth Avenue, New York City 18 
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on of April 23-25. National New s- conduct soil restoration experi-|named Wilson, Haight & Welch, |sales for all P sang | off 7 = oo RUSS BLDG. GARFIELD BLDG. 
‘eneral paper Promotion Association ments. Hartford and New York, as its|Works on the Pacific Coast, has 
lerican meeting, Waldorf-Astoria Hotel, 
id the New York. 
May 10-11. Pacific Northwest 
in the Newspaper Advertising Executives 
r pos- Association, spring meeting, Vic- 
larged toria, B. C. 
[oelke- May 14-17. Lithographers Na- 
gency. tional Association, 41st annual 
convention, Hotel Marlborough- 
Blenheim, Atlantic City. 
_ / May 19-21. Pacific Northwest 
A wi Circulation Managers Association, 
 ‘man- annual convention, Vancouver, 
Ruth- B. C. 
May 20-23. National Federation 
of Sales Executives, annual con- 


vention, Stevens Hotel, Chicago. | 

May 20-23. Premium Exposi- | 
tion, Palmer House, Chicago. 

May 21-22. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

May 23-25. International Af-, 
filiation of Sales and Advertising | 
Clubs, annual convention, Wm. | 
| Penn Hotel, Pittsburgh. 

May 26-29. Advertising Federa- | 
tion of America, 42nd annual | 
convention, Hotel Schroeder, Mil- | 
waukee. | 

June 10-12. Newspaper Adver-| 
tising Executives’ Association, con-| 
vention, Commodore Hotel, New | 
York. 

June 13-16. National Editorial | 
Association, 61st annual conven-| 
tion, Stanley Hotel, Estes Park, 
Colo. 

June 13-16. Newspaper Adver- 
tising Service, annual meeting, 
Stanley Hotel, Estes Park, Colo. 
June 16-20. American News- 
paper Guild, annual convention, 
, Hotel Casey, Scranton, Pa. 
f June 17-20. International Cir- 
culation Managers’ Association, 
annual convention, Neil House, 
Columbus, O. 

June 20-22. National Industrial 
Advertisers Association, conven- 
tion, Hotel Claridge, Atlantic City. 

June 20-22. Texas Newspaper 
Publishers’ Association, annual 
convention, White Plaza Hotel, 
Corpus Christi, Tex. 

June 24-28. Pacific Advertising 
Association, annual convention, 
Spokane, Wash. 

Sept. 12-14. Virginia Press As- 
sociation, 58th annual convention, 
Hotel Nansemond, Ocean View, 
Va. 

Sept. 30-Oct. 2. Southern News- 
paper Publishers Association, 42nd 
annual convention, Edgewater Gulf 
Hotel, Edgewater Park, Miss. 

Oct. 10-11. Television Broad- 
casters Association, second televi- 
sion conference, Waldorf - Astoria 


. . - ham, bacon, sausage, steak, chichon, | 
and all the delicacies! 


Hefty slices of ham, bacon, steak, and a taste-tempting wealth of good foods 


The Vital 6th of the 
American farm market 


16% of the nation’s farms are lo- 
cated in the Southwestern Sunbelt 
Farm Market of America... farms 
producing an unrivaled diversifi- 
cation of cash crops. The South- 
western Sunbelt is a rich, active 
markec of big farms and vast 
ranches with seasons of its own. 
Planting time comes while snow 
yet blankets a large portion of the | 
nation; harvesting begins while 
crops farther north are ankle-high. 
For most profitable uming of your 
advertising to this productive area, 
consult your nearest FARM and 
RANCH tepresentative. 


fry with tantalizing fragrance in Southwestern Sunbelt kitchens... repre- 
sentative of the great diversification of the food products in this rich and 
active farm market. A long growing season, warm sun, and rich soils pro- 
duce an abundance of foods for farm tables as well as millions of dollars’ 


worth for market.* 


FARM and RANCH devotes full attention to the farm kitchen and to the | ? 
woman's side of farm life, in addition to its coverage of the business of — 
farming. Serving each member of the family for more than 63 years has 
made FARM and RANCH the dominant farm publication of the South- 

western Sunbelt Farm Market ...that’s why advertising in FARM and ) 


RANCH is productive. It reaches each member of the families who make 


up this Vital 6th of the total American farm market. 


*Totaled $2,332,870,000, 1944 (Farm Income Situation, U. S. Dept. Agr., April, 1945) 


sill 


DALLAS 2, TEXAS 


Branch Offices: 52 VANDERBILT AVENUE, NEW YORK © 75 EAST WACKER DRIVE, 
CHICAGO * 205 GLOBE-DEMOCRAT BUILDING, ST. LOUIS * 1895 MONROE DRIVE, 
N.E. ATLANTA © West Coost Represeniatives: SIMPSON. REILLY, LTD., RUSS BUILDING, 
SAN FRANCISCO, CALIFORNIA © GARFIELD BUILDING, LOS ANGELES, CALIFORNIA 


“His blood pressure is high and his | 
advertising schedule on WFDF Flint 


runs out.” 
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Names Wight George A inted . | The store still has 10,000 nylons, | Saturday Evening Post and Time 
Eliot T. Wi -e has b ed J ng G ig b d | Golden Gate Riot but has worked out a more peace-|to promote good driving habits by 
Fp ake in ecu of aan Philadelphia district caine “man- Forces Solution ful plan of distribution. Employ- | motorists. Booklets on safe driv- 
gg SA Rh g Mig ong er] ‘Smevrgin athe eon” 
. »S. Envelope Company, ring- |freezers of the otor roducts | d 
field, Mass. ‘ ee ee Corporation. for Nylon Sales in their employ. The store in turn| The campaign is in addition to 
| San Francisco, April 16.—Never ‘furnishes the employers with aja current Ethyl cleaner campaign 
ere card for each girl. This card will|now running in more than 100 
underestimate the power of the) : ‘ ioe ee ke 
“poor workin irl” Ross Mc /entitle- the girl to visit the store | newspapers east of the Mississippi. a 
Pra naae Pr ant of Curing her lunch period and pur-| Batten, Barton, Durstine & Os- a 
’ {chase a pair of nylons. is th E 
Weinstein’s department store here, ° rm ee ner is tie agency B 
‘is handing out that advice after a ° O} 
scheduled nylon sale that ended Ethyl to Feature Appoints Comer tk 
0 | in a riot last week. U. S. Chemical & Supply com 1, 
_ Through one newspaper and one It71 7 pany, Kansas City, Mo., manufac- 
- ‘radio ad, the store announced an Safe Driving in turer of automotive wee has | a 
| «6 ‘ ” . appointed the Russell C. Comer | wb 
Thlooo pageting, hours sale” ot/Magazine Copy —coimpany, Kansas City, to handle | 
: : y ? ? , its advertising. Consumer maga- i 2 
than 15,000 persons jammed the; New York, April 18. — Ethyl |-: mae | a 
Cc ti bien’ i f d by | zines and trade publications are , 
streets around the store, com-/Corporation has been forced by |peing used, with newspapers, radio ae 
pletely stalling traffic. government restrictions on use of|and direct mail advertising to be i tc 
Police, fearing violence, can- | metallic and tetra-ethyl lead by oil| used later. ' Ce 
celed the sale before the doors|companies to change from sales iat 1B 
Because it is listened-to-more, opened. Net results: four persons | to safe-driving copy in a new cam-| Norwich Appoints Lewis 
by more people, WDAY can arrested, two women hospitalized, | paign for its gasoline. Joseph T. Lewis, vice-president W 
“ll athe hi a Weinstein window broken and The corporation beginning this and director of Norwich Phar- Ww 
ee ee several bruises distributed among|month will use about $60,000 in| macal Company, Norwich, N. Y.. st 
else—in Fargo’s rich Red the mob from the shower of vege-|space monthly in Collier’s, Lib-| has been appointed assistant gen- 0. 
River Valley. Here are the tables tossed by irate “customers.” | erty, Life, Look, Newsweek, The eral sales manager. E 
listening figures, taken from le 
the latest Conlan Survey: N 


WDAY GETS 61.4% 
OF THE AUDIENCE 
IN ITS COVERAGE 
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STATION C 
’ GETS 7.2% 


Henry Clay Frick 


1849-1919 


ae C ee 
i oom 


- FREE & PETERS, Ixc 
National Representatives 


ae ee a ae ee ee 


At 21, he foresaw the vast demand for coke to 
keep Pittsburgh mills alive. Then, there were but 
50 coke ovens in the Pittsburgh district. Before 
Henry Frick was 30, he owned 1,000 ovens and 
3,000 acres of coal land. By 1895, he controlled 
12,000 ovens and 40,000 acres. 

In 1892, he became chairman of Carnegie Steel 
Company; later a director of United States Steel 
Company, and Pennsylvania Railroad. 

Pittsburgh partly owes its present 
position as the world’s No. 1 steel 
center to Mr. Frick’s vision in de- 
veloping Western Pennsylvania's 
coal resources. 

Today, Pittsburgh’s 135 coal 
producers and its aluminum, steel, 
food processing, electrical, glass, 


paint, oil, and other industries, are already 
demonstrating that great strength of the Pitts- 
burgh market... that so many of its industries 
can shift from wartime to peacetime operations 
with little or no shutdown or layoff. 

In this sixth largest market in the United States, 
The Pittsburgh Press for 10 years has carried 
more national, retail and classified lineage than 
either of the other two Pittsburgh dailies. 


The Pittsburgh Press 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, £ 
Philadelphia and San Francisco. 


the Hayward Lumber & Investment Co. stocks 
everything from fuses to complete bathrooms, 
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Advertising Age, April 22, 1946 
‘Morgenthau Comments 


Philippine Web on Four Stations 


Plans to Operate - Henry Morgenthau Jr., former 
i : ret f the T , has be- 
with 6 Stations scretary of the Treneury, has be 


gun a 15-minute program of com- 
New York, April 16.—With its 


ments on four stations, with one 

: ; d sponsor already lined up in New 

key station, tentatively designated | York and negotiations ander way 
as KPOI Manila, scheduled to go! for others. 

on the air July 1, the Philippine | Mr. Morgenthau is heard on 

Broadcasting Company plans to) WMCA, New York, sponsored by 

operate a six-station network in|Ash’s yap gene oe. wu _ 

the Philippines beginning on Jan. 8'4M 1s also carried by ’ 

1 1947. sad ¢ g Washington; KYA, San Francisco; 


Norman Paige, general manager, | 


gram originates in New York and 
line charges are paid by the par- 
ticipating stations. Negotiations 
are now under way for additional 
stations to carry the broadcasts. 


Forms Telemusic, Inc. 
Telemusic, Inc., has been formed 
for distribution of wired music, 
featuring World Broadcasting Sys- 
tem Music Library in Connecticut 
and Western Massachusetts, for 
hotels, restaurants, offices, banks, 
retail shops, and industrial plants. 
Murray L. Grossman, formerly 


‘and KFWB, Hollywood. The pro- | commercial manager of WBRY,)ufacturers will hold 
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Waterbury, Conn., is president and|spring meeting May 22 to 24 in 
sales manager. Studios are located |Cleveland at the Statler Hotel. 
in the American Industrial build- | During the two-day general meet- 
ing, 983 Main St., Hartford. \ing the problems of the industry, 

ae |especially the lead shortage, will 


‘Casperson Names Agency discussed. 


| Pacific Coast Advertising Com- | 


|pany, San Francisco and Holly- 
/wood, has been named advertising 
| counsel for O. Casperson & Sons, 
|San Francisco. 


‘Battery Group to Meet 


| The Association of Battery Man- 
its annual 


ST. JOSEPH NEWS-PRESS 
St. 3oseph Gazette 


announced in New York that PBC 
had been formed by a group of | 
Manila business men. Mr. Paige, | 
a former NBC correspondent in| 
the Pacific, said that, in addition | 
to Manila, stations would be lo-| 
cated in Tacloban, Iloilo, Cebu, 
Davao and Zamboanga. | 

KPOI will broadcast on 1,000) 
watts AM, 1,000 FM and 3,000) 
watts short wave. The other five 
stations will all be 1,000 watt AM | 
only. All broadcasting will be in| 
English and programming will fol-| 
low U. S. patterns and standards, 
Mr. Paige said. 

Stations will be linked by a> 
micro-wave, point-to-point short 
wave system using directional an- 
tennae. According to Mr. Paige, | 
this will be the first commercial 
use of inter-station micro-wave 
transmission. 

Mr. Paige is making his head- 
quarters in the St. Moritz hotel in 
New York pending the establish- 
ment of offices here. 


McCall Explains 


Expansion Plan 


New York, April 17.— McCall 
Corporation will spend about $8,- 
000,000 this. year and next to ex- 
pand its Dayton plant, according 
to the annual report. Total floor 
space will be increased to nearly | 
a million square feet. Facilities 
will include nine 40-page high- 
speed multicolor presses, a 50,000- 
gallon liquid propane gas plant 
to assure sufficient gas supply for 
ink drying, and more room for 
the McCall pattern printing. 

Income last year totaled $24,- 
361,809, compared with $22,157,- 
431 in °44, and net income was 
$1,846,052, the highest recorded. 
The report shows that the pattern 
business increased and set new, 
unspecified records; that more ad 
space was provided to advertisers | 
in McCall magazines, and that the’ 
company contracted for larger vol- | 
umes of “magazine manufactur-| 
ing” for other publishers. 

The company prints Elks Maga-| 
zine, Everywoman’s, Newsweek, | 
Outdoor Life, Popular Science 
Monthly, U. S. News and several | 
other magazines. The report shows | 
that part of the addition to the 
Dayton plant will be reserved for | 
printing “part of the Reader’s Di- 
gest.” 


AHF Seeks Burnett Co. 


American Home Foods, Inc., New | 
York, is negotiating to acquire the | 
Joseph Burnett Conene, Beaten, 
100-year old firm making vanilla. 
and other flavoring extracts. If DOLLARS YEARLY. 
the transaction is made, the com-| 
pany will become the sixth di- 
vision of AHF, which last year be- 
came an operating subsidiary of 
American Home Products Cor- 
poration. 


LINE STATIONS . . 


close-knit area. 


Cay 
(six travel could definitely be made = AN in Inland California. 
with oil men, the “travelingest” of business 
and technical men . . . office to office . . . 
field to field . . . country to country - - . 
hemisphere to hemisphere. 


The monthly International Feature issues 
of The Or. WEEKLY are a natural for lines Wy, A 
crossing international boundaries . . - fertile 
soil for promoting a wider air consctous- 
ness on the part of oil engineers, con- 
tractors and executives. The On. WEEKLY. 


Houston, New York. Cleveland. Chicago, - 
Tulsa, Los Angeles. 


You can use one Beeline station or all five . 
abilities on each station (at low combination rate if desired) without 
cost of lines or clearance problems. Let the Beeline sell for YOU 


vee grows an annual PEACH CROP 


worth $50,000,000 


including 90% of the 
nation’s canning peaches! 


ACTICALLY all the luscious peaches your family eats from cans 
(clings) come from Beeline orchards . . 


Great fruit country? You bet! .. . yet this is just ONE reason why 
Beeline residents have spendable income close to TWO BILLION 


The Beeline includes California’s fertile central valley, plus rich 
Reno and environs. And inside-the-market radio stations . . . 
. are needed for thorough local coverage. 
Because mountain ranges 6,000 to 8,000 feet high “wall in” this 


S$ McClatchy Broad 


Sacramento, California 


. along with 80% of 
California grown fresh shipping peaches (freestones), 92% of the 
plums, 96% of the figs, 62% of the pears, almost half the cherries. 


. . choose best avail- 


Remember these 
5 BEELINE Stations 


. . each a dominant HOME station, powered for a top notch 
selling job in its own market area. NOT a regional network, 
Beeline stations blanket California’s mountain ringed central 
valley, plus Reno and wealthy western Nevada. 


KWG 


Stockton. American Broadcasting Company. Established 
1921. Primary coverage of San Joaquin and Stanislaus 
Counties where live 52,000 families. 250 watts—1230 
kilocycles. High average program rating. 


BEE- 
KOH KFBK 
: Reno (NBC) Sacramento (ABC) 
: Established 1928 Established 1922 
K MJ KERN 
: Fresno (NBC) Bakersfield (CBS) 
: Established 1922 Estab. 1932 


Paul H. Raymer Co., National Representative 


casting Company 
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NAM Says Mail Response 
Backs Anti-OPA Program 


! 
| 


But Opinion Surveys 
Show Majority of 
Public on Other Side | 


By LAWRENCE M. HUGHES 


New York, April 17.—The Na- 
tional Association of Manufactur- 
ers apparently is pleased with re- 
sponse to its current advertising 
and public relations campaign, ad- 
vocating reduced government ex- 
penditures, a sounder federal labor 
relations policy, and particularly 
the elimination of price controls 
on manufactured products. 

On the first two points, it is 
pointed out, there is little room| 
for disagreement. Everyone favors | 
reduced government expenditures, | 
and therefore reduced taxes and a) 
stronger national economy, pro-| 
vided it doesn’t reduce his “take” | 
from them. 

Analysis of several thousand 
letters which NAM has received 
from its four full page advertise- 
ments in about 450 daily and 2,150 
weekly newspapers in the last 
two months, reveals the writers, 
“overwhelmingly in favor,’ an) 
NAM executive told | 
AGE, of enactment by Congress of 
a sound labor relations policy. 


Price Story Different 


On elimination of price controls, 
however, this executive added, a| 
study of 1,484 letters cut off from | 
the pile by March 15, showed them | 
to be “slightly in favor” of the | 
NAM stand. 

The NAM price control findings, | 
however, disagree with results in| 
several national opinion surveys. | 
Elmo Roper and George Gallup) 
both told AA that the great ma-| 
jority of people across the coun-| 
try favor continuance of price | 
controls and OPA. 

Mr. Roper agreed that “there is 
no question but what an over- 
whelming percentage of the pub- 
lic would like to see a govern- 
ment labor policy fair to labor, 
management and the public. We 
do know that substantial numbers | 
blame the gove ent more than 
either management or labor for 
the recent troubles, and we know, 
too, that the labor field is one in 


| 
| 
| 
| 
| 


@ Among ALL 6 of Buffalo's 
downtown, Main Street de- 
partment stores, 58.8% of the 
1945 advertising lineage ap- 
peared in the Courier-Express. 


| 

Individual figures were: | 
Store A 56.3% | 

50.0% 

55.6% 

76.8% 

58.8% 

42.4% 

These stores know what makes 

customers buy. You can take 

their word for it... in Buffalo 


You Need the 


ner Es 


"mono we 


“Of course the public would 
subscribe to a doctrine of ‘bal- 
ancing the fiscal budget by the 
1947 fiscal year at a level of in- 
come and outgo that the taxpayer 
can stand.’ They would subscribe 
to that and they would imme- 
. diately proceed to insist that the 
which the government is ex-| government perform certain func- 
pected to have a policy. I should tions which cost money to per- 
think it would go without saying|form and to many of which the 
that it should be ‘fair’ but whether; NAM would object as being 
the public would agree with the | ‘waSteful.’ 

NAM/’s version of what was ‘fair,’ “As to ‘removing the shackles 
I cannot answer. |of price control,’” Mr. Roper em- 


phasized, “the public is not at all 
in sympathy with that viewpoint. 
They have indicated time and 
again that they want price con- 
trols continued for a while, not 
only on manufactured articles but 
on such things as rents.” 

The NAM employs Claude Rob- 
inson of Opinion Research Cor- 
poration to make more or less 
regular studies of public reactions 
to NAM and its policies but, AA 
was told, this organization has not 
yet been asked to determine re- 
actions to the current campaign. 
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The advertising campaign be- 
gan in all the 450 dailies and in 
150 weeklies, published in home 
towns of Congressmen, on Feb. 11. 
The anti-price control insertion 
first appeared the week of Feb. 18. 
By March 15, requests had been 
received for 130,000 copies of a 
booklet, ‘“Let’s Smother  Infla- 
tion.” The NAM won’t reveal fig- 
ures on more recent response. 
However, with extension of the 
campaign in March to 2,000 addi- 
tional country weeklies, and tes- 
timony on “Price Control by the 


ONE 


TWO 


FOUR 
That’s right. My wife calls it ‘Handy’s 


handy magazine”’ — it’s Mechanix 
Illustrated. | wouldn’t miss an issue. 
All the latest photography, radio and 


even television features. 


Mr.Handy! My daughter’s first broad- 
cast is just an hour from now! And all 
the family’s waiting at home already! 


But our radio won't work! 


their neighbors. 


Fawcett Publications, Inc., 295 Madison Ave., New York 17, N. Y. 
World’s Largest Publishers of Monthly Magazines 


things yourself, 


Look at the 4-color 
pictures and all 
those articles on 


building and fixing 


niet eoeernan reeling 


| TH 


There are Mr. Handy’s in every neighborhood—the oracles whose 
advice is sought when your radio acts up, your lawnmower breaks, 
or that new car is to be bought. Some 600,000 of these neighbor- 
hood oracles have been stepping up to the newsstands each month 
to buy their favorite how-to-do-it magazine, Mecuanix I:iusrrateD 
(In fact, says the A.B.C., more men buy M.I. at the newsstand 
than any other mechanica! magazine.) 

You should reach these enthusiastic cover-to-cover readers 
with your advertising. They’ll read your message — and tell 
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ai - , a we 
pt Ay American Housewife by Robert R. NAM advertising urges readers | how strongly they favor its poli-| Weeklies division of the American|up your programs and the prin- 
ia See Wason, NAM president, before the|to “write your representative in | cies, and therefore how much they/| Press Association and as a pub- ciples for which” the NAM has 
“Feb. 11. House banking and currency com- Congress today.” In this, as in| “deserve” its advertising. lisher of one of . . . the very best! stood. 
‘Seeeeebhien | mittee, on March 18, demand for other things, it seeks the coopera- One Congressman who did not weekly newspapers in the country They have “consistently used 
Feb. 18. | booklets is said to be continuing. | tion of newspapers, in which it wait to be written to is Roy Clip-|—the Carmi Democrat-Tribune, excerpts from your ‘Industrial 
iad been Cleavage of Opinion has just spent nearly $1,000,000|pinger of Illinois. On Feb. 15,|Carmi, IIl.,” he said, “I want to|News Letter’ and have backed 
ies of a ff iii. nadia Weal through Benton & Bowles. A | four days after the NAM cam-|express my keen disappointment} you editorially. Our papers are 
r Infla- — saieatienie. tatulilins te goed or-| booklet says, “Your local news-|paign started in the 450 dailies |in the omission of so many of our} carefully read and are respected 
veal fig- ‘ eee D en rt 4 e Vational paper will tell you how and where but only 150 weeklies, Rep. Clip- |member newspapers from your re- by members of Congress in de- 
response. _ sh ty i t ssociation, are to address your Congressman and /pinger sent an air mail special | cently released national advertis-|termining the public opinion of 
rr | pe ng wi e NAM in this/ other officials.” delivery letter from Washington ing schedule. : our constituency. We follow their 
00 addi- gnt, or ae labor groups| Many newspapers have hewn | to Holcombe Parkes, vice-presi-| “The Greater Weeklies, now | interpretation of the sentiment of 
aad tees po pte Pay a against them, | to the NAM line. In fact, some/dent and public relations director | numbering close to 200 ABC news-| our Congressional districts far 
io te according to all public opinion newspaper publishers have gone of NAM in New York. |papers,” including “my own at| more than other media. 
polls. out of their way to tell the NAM| “As chairman of the Greater|Carmi, have consistently backed 
ij Unsatisfied Believer 
“Just why in an advertising 
campaign of this kind you neglect 


the medium that is the very bul- 
wark of free enterprise in this 
/country is troubling the minds of 
all of us.” . 
Rep. Clippinger also protested 
'“on behalf of approximately 1,500 
other most influential weekly 
/newspapers published in rural 
America.” He complained of be- 
‘ing “let down” by NAM. “We 
‘have given cheerfully (of our 
‘news columns) because WE BE- 


Me Handy unshorls a Circuit 


TRYTHIS 

 EASYNEWWAY | 
TO “SET” YOUR OWN 
TYPE 


HEADINGS 


H’mmm. H’mmm. You came back from 


the Navy knowing so 
much about radar and 
radio, | thought you 
could fix my set. Say, 
that’s a dandy maga- 
zine you're using. 


Seales Eureka! It’s playing! What Just a short circuit. Mechanix | 
at alt was wrong, Mr. Handy? Illustrated is great for help- | 
cae if ing you understand radio. 

fixing | 


Vey, 


Each transparent plastic sheet of presto- 
type contains the alphabet, numerals 
and punctuation marks of one size and 
type face in a sharp, opaque black or 
white that will reproduce perfectly. 


In preparing your copy you simply score 
around the presto-type character with a 
razor blade, lift it up and place it in 
position directly on your copy. The letter 
will adhere instantly without any rub- 
bing or pressure but still can be lifted 
several times and replaced for correct 
position and desired letter spacing. 


What a gal! What a voice! And thanks to Mr. 


SIX 


! ° ‘ P @ presto-type gives you the flexibility of 
Shh! Quiet! Handy and Mechanix Illustrated we can hear it, costly hand lettering at a fraction of 
es whose the cost. 
r breaks, presto-type is especially useful for 
eighbor- snapping up typewritten offset copy. 
presto-type requires no skill or expe- 
h month fe rience—anyone can ‘‘set’’ presto-type 
| : ereeernreey ee) ee : os headings in a jiffy. 
USTRATED . : aSeL 
-wsstand ONLY 75c per sheet 
A large selection of beautiful type faces 
readers available to suit your every need. Write 
today for descriptive 
and tell folder and type chart to 
17, N.Y. Arruur Brown « sro, ine. 


67 West 44th St., New York 18, N. Y. 
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LIEVED IN YOUR PROGRAM. | 
(Caps by Cong. Clippinger.) Why, | 
therefore, ignore us or merely | 
grant us a token schedule by using 
only 150 weekly newspapers out 
of nearly 9,000 published in our 
country?” 

Mr. Parkes apparently heeded 
these words. The weeklies—2,000 
more of them at least—got their 
linage. 

But the public regard for NAM 
and its policies, Dr. Gallup and 
Mr. Roper report, has not changed 
noticeably for the better. 


Starts New Cycle 


Last fall the NAM observed its 
50th anniversary, with a super 
“congress of American industry” 
at New York’s Waldorf-Astoria, 


which concerned itself with the|Based on public opinion pages F bag or two without being able 
“economic background for social| he will use “all short and long-/|to get any policies started. Others 


| 


action.” The association also range tools” of public relations| have since come and gone. 
started its second half century with | and advertising toward this end. | NIIC Dies 
the “determination to see that... | wr. Parkes put a 44-page out- 


this free, competitive enterprise line of the plan before the NAM The National Industrial Infor- 
system renders still greater serv-| poarg early this year, but it was mation, Committee was started a 
ice to our country and to all its “pushed aside by current prob- | Couple of years ago to assume 
people.” cian” ate oe ORR ‘Othe board | certain NAM advertising and pub- 

Claude Robinson told them, as) ° F br ’ ‘lic relations functions. It even 
a result of ptiblic opinion surveys, |™@Y meet again on it April 28. started an advertising campaign in 
that “management should talk The National Association of} 1945, through Kenyon & Eckhardt 
more to the people; do a better Manufacturers has had a lot of | (after having previously failed to 
job of interpreting company |advertising and public relations| get together on a campaign 
profits to the public; dramatize the |help, but its struggles to develop | through Kudner Agency), but this 
fact that they accept the prin-| public relations and advertising| series died after a few weeks, 
ciples of collective bargaining, and | themes which would engender en-| under the weight of indifference 
that industry’s goal is to serve the | thusiastic support from the bulk or active dislike of the member- 
public.” of the membership have been ship. The NIIC subsequently was 
among the most painful in asso- | merged into the parent body, its 


May Discuss Plans mo : ‘functions assumed by a committee 
‘ciation history. James P. Selvage, | headed by Colby M. Chester of 


The NAM also hired Mr. Parkes ‘from the Associated Press Wash- |General Foods. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement ~ 
S S RUBBER CEMENT CO 
314 N. Michigan Ave., Cen. 3373, Chicage 1 


from the Southern Railway System |. : 
as its first public snide vice- |ington bureau, became the first) Many an able organization, such 


‘president. Mr. Parkes told AA|PUblic relations director in 1933, \as Ivey Lee & T. J. Ross (counsel 
‘that his job is a “three, four or ‘but retired six years later, with an to the Rockefellers, Socony 


‘five-year plan to develop not honorarium of $10,000. Robert Vacuum, Chrysler, Pennsylvania 
'merely passive but active good | Wilkinson, reputedly sponsored | Railroad, CBS and others) briefly 


‘will, with tangible results, toward|by Verne Burnett, then of Gen- has taken its turn, without suc- | 
tried the job for a/cess, at showing NAM the road to | collaboration with Sol Panitz. 


|'NAM and American industry.” |eral Foods, 
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salvation. 

But even today, with Com- 
munism, Fascism and other “isms” 
striding across the world, and in- 
vading even England and France 
and the New World, the NAM is 
still fumbling for a public relations 
and advertising approach that will 
win general respect as a guide for 
the American people, on a free, 
competitive economic basis, toward 
a better future. 


Farrier Joins Gunnison 


Clarence W. Farrier, formerly 
director of the technical division 
of the National Housing Agency, 
has been appointed assistant to the 
president of Gunnison Homes, 
New Albany, Ind., subsidiary of 
the United States Steel Corpora- 
tion. 


Writes Radio Program 


The Columbia Workshop late this 
spring will broadcast “The Sound 
of Peace,” a “word picture” writ- 
ten by Bob Maurer, radio program 
director of Henry J. Kaufman & 
Associates, Washington agency, in 


market with potentialities 


\ 10-year gain 


“Dpptrinl 


..With a one-track mind, because 


all he ever says is— 


“LOCAL MERCHANTS BUY | 
MORE TIME ON WHK THAN 
ON ANY OTHER CLEVELAND 
STATION!” | 


hes a talking dog...” 


by its “home town” —only 
Daily Times. 


“RETAILERS’ CHOICE IN CLEVELAND’ 


Represented by Paul H. Raymer Co. 


BASIC MUTUAL IN CLEVELAND 


te ee 6 8. Ths oe of the Nation in every 


: proved by the figures in the following Tampa Times editorial: 


or almost 10 times, in bank deposits: o 
gain of 74 million dollors, or almost 


TAMPA DAILY TIMES 


NATIONAL REPRESENTATIVE * THE KATZ AGENCY, INC. 


- wners ano operators oF WFP) AY S 4 a MLUABIA AFFILI Ave TAMPA hence REN 


that are even greater, is again 


of 439 million dollars 


Tampa, because of its strategic location in the center of the — 
rich west coast, the largest city between Miami and Jack-— 
sonville, with its two largest banks each having more than — 
60 million ‘dollars in deposits, contains a large part of 
Florida's present and futurel And Tampa is served completely 


afternoon newspaper—The Tampa 
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Win a Concert by Offers Paint for Ships Storz to McGraw-Hill 
Com- Manning-Mitchell, San Fran- Melvin J. Storz former manager " a 
“isms” Woody Herman cisco, has introduced a new anti-|of public relations for Wright 
und in- ad fouling paint for commercial use pi etna gg ogg for ¥ 

5 , on boat and ship hulls. It is sold|seven plants in New Jersey an 

gee Wildroot Ss Offer under the trade names Racing | Ohio, has been named promotion FOR FANCY a 
lati Buffalo, N. Y., April 16.—Wild- Copper for small and pleasure manager for Aviation, Aviation fis 
a ian Compan " a ot the |craft and Shipping Copper for |News and Air Transport, all Mc- 
lat will “Woody Hi 7 a the | larger _vessels. Spencer W. Cur-| Graw-Hill publications. 
. co Perce a ecndauiine coum es Company, . can Frenchie, 
a free, ! handles the advertising. i i i 
toward Friday evenings, seems to have| a . Coca Cola Signs Again 

thought up the prize to end all | al oe 

petit i an ; . ae 12 Coulter's to Mayers will sponsor the’ Collegiate ‘and 
on Saale h Ma . — ee Mayers Company, Los Angeles, | Carolina.League baseball games 
yrmerly M. g th y 300 ‘ ill b has been appointed to handle the over WDNC, Durham. 
division anand ducing the a ae. te a SS Se ty =. i 

’ |'geles department store. At pres- s 

np ag on May 31 the final winner will be | car free ete posters and streetcar Charis Names Arndt 
Homes announced. Woody and the entire) cards are being used throughout! Charis Corporation, Allentown, 
iary of band will fly to the home of the| Los Angeles, as well as regional | Pa., manufacturer of foundation 
orpora- winner to be his or hers to com-| magazines. Plans are being made | garments, has named John Falkner = 

mand for an entire evening, and| for the use of national magazines |Arndt & Co., Philadelphia, to 

as added compensation, that lucky and radio. handle its advertising. 
m person also will receive $1,000 and 
late thi a portable radio. 
, Pelham Other prizes will be Woody Her- 
”? writ- man albums weekly to the 50 per- 
rogram sons writing the best letters of 25 
fman & words or less on “Why I like 
sncy, in Woody Herman’s music,” each let- 
itz. ter accompanied by a Wildroot 

cream oil box top. The best weekly 

letter wins a radio phonograph 

combination, in addition to the al- 

bum, and eligibility for the grand 

prize. 

Agency is Batten, Barton, Dur- 

stine & Osborn, Buffalo and New 

York. 

46-Man Orchestra 


Ready for Cresta 
Musical Spots 


Los Angeles, 


begin a summer campaign of one- 
minute, 20-second and 15-second 
spots prepared by a 46-member 
orchestra. 

Sherman Gregory, radio direc- 
tor of Schenley Distillers Corpo- 
ration, of which Cresta is a sub- 
sidiary, believes this is the first 
time that programming usually 
given to full-length broadcasts has 
been planned for spot announce- 
ments. 

To be heard on many stations 


of major networks, the spots will | 


be built around the C-r-e-s-t-a 
B-l-a-n-c-a signature, with an or- 
chestra under Ray Bloch providing 
the music. Batten, Barton, Dur- 
stine & Osborn here is the agency. 


Fibber McGee & Molly 


Rate First on Pacific Coast 
Fibber McGee and Molly rated 


April 16.—Cresta | 
Blanca Wine Company June 1 will | 


| 
| 


| 


first in the March Pacific Network | 
Hooperatings report of the first 
15 programs on the Pacific Coast, | 
with Jack Benny second and Bob 
Hope third. 

The report showed an 1 average 
evening audience rating of 9.1, an 
increase of 0.1 from the last re-| 
port, and a decrease of 0.6 from | 
the rating for the same period in| 
1945. Average evening sets-in-use 
reported are 33.9, which is 0.7 | 
more than the last report and 1.3 | 
less than a year ago. Average day- | 
time sets-in-use ,reported are 15.8. 
This is 0.2 less than the last re-| 
port and a 0.2 decrease from a) 
year ago. | 


zis zit rsed... or (Ve f° 


None of us like to be fooled, Satisfaction comes not the ideal stage upon which your printed selling must 


with purchase, but with product performance... ‘as perform at a profit. 


advertised.’ 


co oad ; , ; lanl —— 
Sales ability in printed sales literature begins with Suhes of « dtteative the af Gao papers for many om, EEG 


such distinguished stocks as 


paper. Paper that teams up with inks and presses. Paper seeam ae AbeNa OneteT Ane coon 


that invites realistic reproduction without exacting a 


CHAMOIS TEXT e CHILLOTINTS 


Green Opens Agency 
Louis H. Green has opened an 


agency under his own name at 126 
E. 57th St., New York 22. 


premium in printers’ skills. GREETING CARD PAPETERIES 


— a¢k ue aout, Mowe 


Chillicothe Papers are print-proven friends. You can 


depend on them to perform as advertised . . . to provide 


HE PAPER CO. 


OHIO 


THE CHILLICC 


CHILLIC HE, 
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British Export 
Trade Groups 
Draw Up Plans 


London, April 1.—Backers of 
two postwar creations—British 
Export Trade Research Organiza- 
tion and British Export Trade Ad- 
vertising Corporation—are going 
forward with their plans to help 
manufacturers with their export 
problems. 

The first, BETRO, is exploring 
the best manner of cooperation 
with the Board of Trade and has | 
made two recent appointments. It 
has named C. K. Squires to open 


estine, Iran, Iraq and the Sudan. 


porters should use a symbol, “Mr. | 
X. Porter,” in their advertising. 

(6) House organs and works 
magazines should draw attention 
when possible to the export ac- 
tivities of the organization in news 
paragraphs and editorials, and so 
inform the staff working on goods 
for export of the important na-| 
tional value of their work. 

(7) <All exporting advertisers | 
should refer to the national need | 
to export, in their announcements 
in the trade press—that nothing 
should be advertised in these 


papers “for export only” without |Sept. 1 of Sensation, detective and 
some such reference. ‘sport magazine suspended more 

Some of these recommendations, than two years ago due to short- 
it is explained, would help make |28¢S of paper. The magazine will 
the position clear to many who be printed in rotogravure and will 


. {contain a 48-page color section. 
have to go short of actual necessi- | Circulation for three months fol- 


ties because “the goods are for ex- lowing publication is guaranteed 
port only” or because “most of/at 125,000. 


what we make goes abroad’”—two ——— 
excuses for lack of supplies which Jyyjnq Cooper Moves 
often irritate the British shopper. oviee N. -, need has resigned 


‘ ° ’ ‘from Radio Service Dealer to be- 
Sensation’ to Return ‘come Eastern advertising manager 

Hillman Periodicals, Inc., New of Radio & Television Journal, 
York, has announced the return |New York. 
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Kight Appoints High 

Robert W. High, formerly ad- 
vertising manager of Leland Elec- 
tric Company, Dayton, has been 
appointed account executive of 
Kight Advertising Company, Co- 
lumbus, O. 


Appoints Wemple 

Jack C. Wemple Advertising, 
Green Bay, Wis., has been ap- 
pointed to handle the advertising 
of the Door County Chamber of 
Commerce, Sturgeon Bay, Wis. 
Newspapers will be used. 


offices in Stockholm and cover ac- | @ 
tivities in Sweden, Norway, Den- . 
mark and Finland. P. Thornton 

has been named to open offices in 

Cairo, covering Egypt, Syria, Pal-| 


Other representatives are to be 


established in the United States, | 


Brazil and the Dominions. 


BETRO is to be used at present 


by 220 members but, as stated in 
a recent brochure, “the council is 
thinking in terms of thousands.” 


Booklet Shows Need 


For its part, BETAC has issued 
a booklet setting forth the need 
for exports. The booklet explains 
in simple terms the facts of Brit- 
ain’s economic position, its de- 
pendence on imports for the neces- 
sities of life and the explanation 
that these imports must be paid 
for by exports. 

Advertisers are invited to line 
up with the Board of Trade in one 
or more of the following ways: 

(1) Those already using their 
space for a national purpose might 
devote it for a few months to il- 
lustrating the relationship between 
Britain’s export trade and the 
country’s well-being. 

(2) Those who are filling their 
space with apologies for lack of 
supplies in the home market 
should change their attitude and 
explain the needs for exports. 

(3) Advertisers with goods in 
short supply should explain that 
it is because their contributions to 
exports are vital to Britain. 

(4) Those who have no apolo- 
gies to make to the public because 
they can fulfill all home trade re- 
quirements but are exporters 
should insert a small panel in their 
advertisements stating that they 
are also working for export. 

(5) Advertisers who are ex- 


GET THE 
CLIPPINGS— 


News ltems—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 


—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N.Y. 


BArclay 7-5371 


SUGAR, affiliated publication, 
covers world markets of the 


é/ 


sugar industry 


* Published in Spanish and Portuguese, 
EL MUNDO AZUCARERO reaches every 
executive, engineer, chemist and fieldman 
in the rich sugar mills of Mexico, Cuba, 
Central America and in all the sugar-pro- 
ducing areas of South America. It’s the 
only publication completely covering this 
vast, mechanized industry in Latin Amer- 
ica. Every issue of EL MUNDO AZU- 
CARERO is eagerly read by the men who 
control the immense buying power of the 
sugar industry south of the border. De- 
voted exclusively to Latin American sugar 
interests, EL MUNDO AZUCARERO is 
the authoritative magazine in its field and 
offers your advertising message high read- 
ership with an influential audience. 


2 West 45th Street, New York 19, N. Y. 
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With a compact heating room;board including Philadelphia, connected with various firms in . = 
ly ed- Hard Coal Group anennenen, gy - the frost line age hag hoe and cities in eg hc gener mone E accom Owner Occupied 
© instead of a fu asement exca-|New Yor tate. 2 é 1 
: smal Begins to Promote vation, cost of the building is ex-| The entire promotion, including etheeggenag Be og — 7 Home Ratio 
ive of r ’ pected to drop about 10%. Better | copy in architectural, building and F ° : 
ly, Co- No Cellar Home heating is available, -the institute|coal journals, is believed to ex- ° d Rises Sharply 
pointed out, by allowing warm|ceed 200,000. Possible consumer Eichenberger Transferre Washington, April 16.—The 
New York, April 17.—The An-/3i, to flow directly under the|advertising may be scheduled| R. W. Eichenberger, vice-presi-| sharp rise in the number of owner- 
thracite Institute, for the first|foors. Design permits long roof| within the next three months. J, |dent and in charge of engineering | \.oypied homes during the war 
rtising time since participation in the|/]ines, and greater utility of space|Walter Thompson Company is the | Of Robins Conveyors, Passaic, N. J.,| highlighted in a Bureau 
| : New York World’s Fair, is intro-| throughout the house. ; a division of Hewitt Rubber Cor- nods ; 
en ap- ’ ' / one em agency poration, has been transferred to|0f Labor Statistics report showing 
ertising ducing a home-builder promotion Designed to be built for ap- Leen “acne ‘the company’s Chicago office to|that owner-occupancy increased 
aber of with the new “answer home” as| proximately $5,000 minimum, the To Manning Bowman ‘supervise sales in the western di-|28% or more in at least half of 
y, Wis. a contribution to low-cost, con-| “answer home” will be displayed| Jordan L. Mott, recently in the vision. He succeeds J. F. Meissner,|the 112 cities studied. 
venient home construction. in cities along the eastern sea-|Naval Reserve, and previously | who has resigned. While most of the shifts were 


in war production centers, where 
workers had to buy or face evic- 
tion, a nationwide survey of all 
non-farm areas in the United 
States made by the Bureau of the 
Census revealed that between 
April 1940 and October 1944, the 
proportion of owner-occupied’ 
dwellings had jumped from 41 to 
47%, an increase of 15%. 

Although a far sharper rate of 
increase than registered in the 
boom days of the 1920s or any 
previous 10-year period since 1890, 
the 15% gain between 1940 and 
1944 only succeeded in offsetting 
the ownership losses resulting 
from an ll-year decline in the 
period from 1930 to 1940. 

Joining with Census to project 
the study into 1945, BLS found 
that in half of the 122 cities, 
owner occupancy had increased at 
least 28% since 1940; that a fourth 
reported ownership gains of 21% 
or less, while another fourth had 
gains of more than 36%. 

Ratios varied widely, with eight 
cities experiencing gains of more 
than 50% in the number of owner- 
occupied homes. Cities in the 
Southeastern states showed the 
largest increase, 34%; the small- 
est, 16%, was found in the Moun- 
tain states. 

New England and the Middle 
Atlantic cities experienced smaller 
than average shifts, with cities of 
less than 100,000 generally record- 
ing larger gains than the larger 
cities. 


S 


atin A mevrvica’s 
Mills 


rkec for LGiT 


Sai eisai 


equipment Sales 


‘Newsweek’ by Air 

Weekly Publications, Inc., has 
begun shipping two plane-loads of 
Newsweek from Dayton, O., to Los 
Angeles, weekly, by arrangement 
with the Flying Tigers Line, Chi- 
cago. 


Appoints Critchfield 

Chicago Board of Underwriters 
has appointed Critchfield & Co., 
Chicago, as its public relations 
counsel. 


In Latin America, the sugar industry is more prosperous now 
than ever before in history. More than 1,000 sugar centrales 


uese, 
very | are working over-time to supply the world needs for sugar 
man and alcohol, rum, yeast and other valuable by-products. 
vuba, Millions of dollars worth of heavy sugar mill machinery 
= are now being ordered in addition to rails, rolling stock and 
7 accessories, farm machinery, trucks, general industrial 
mer- | equipment and construction materials. All are necessary to 
ZU- | keep production moving in Latin American sugar plants 
who ( where every mill is the center of a self-contained industrial 
f - community, purchasing an enormous volume of equipment. oe ne and night, 
c- Mar a 
ugar You can reach this profitable market best through EL ning Roney 
ster MUNDO AZUCARERO. No other publication gives your way displays with Nite-Lite 
= sales message its concentrated coverage of sugar executives pking gti 


in Spanish and Portuguese-speaking countries. the clock. 


At night, your message 
gets more lasting recognition. 
Fewer competing displays are 
visible . . . your message is 
stronger, by contrast with the 
surrounding darkness. Write 
for detailed 


(2m information. 
cml 
| DISPLAYS | 
Derren aon co] 

Vv 
NATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND 


Affiliated 
publications: | 


El! Catalogo Azucarero 
Sugar | 
Sugar Reference Book 
Diesel Progress 

Diesel Engine Catalog 
World Petroleum 
Petroleum World 
Petroleo Del Mundo 
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Best Foods Starts 
Summer Drive 
for 3 Products 


New York, April 17.—More than 
100 newspapers from coast to coast 
and 40 national magazines will be 
used in campaigns for Hellmann’s- 
Best Foods mayonnaise, Best Foods 
mustard and Shinola shoe polish, 
Best Foods, Inc., New York, an- 
nounced at a two-day semi-an- 
nual advertising and sales meeting 
here. 

Sunday newspaper supplements 
in full color will carry the mayon- 
naise copy in major cities includ- 
ing, New York, Philadelphia, San 
Francisco, Chicago, Atlanta, Ga. 


When You Release a Newe Release 
Think of 


Jon Release 


(Covering Over 10,000 Newspapers Weekly) 
480 Lexington Ave., N. Y. City, 17 


| From May through September, | 
copy will appear for the mayon- | 
‘naise in American Home, Better | 
Homes & Gardens, Ladies’ Home | 
Journal and McCall’s. 
| Nancy Sasser’s “Buy Lines” in | 
‘Thursday and Friday columns in | 
|71 newspapers as well as copy in| 
|Good Housekeeping, Gourmet, The 
\New Yorker, Sunset and True | 
Story will be used for Best Foods’ | 
/mustard. 
; Shinola will be featured in 31) 
|national magazines with a total 
'circulation of more than 50,000,000. | 


| Benton & Bowles is the agency. | 
‘Louisiana Signs for a | 
$11,000 Campaign 


| A contract with the Fitzgerald | 
| Advertising Agency, New Orleans, | 
for an $11,000 national advertising | 
|program to publicize Louisiana’s | 
‘industrial and tourist attractions 
has been signed by the State De- 
|partment of Commerce and In- 
| dustry. 

| Plans call for a test campaign 
to determine in what sections of 
‘the United States Louisiana pub- 
licity is most effective and what 
|media brings the greatest results. 


‘, 
, 
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OURS AGAIN 


All of the 


attractions are 


tars en cane. mete AT 
} trove veaomen Sarees 

aS of the Empere Backder 
{ 


(AMEDIATE 
RESERVATIONS! 


Fer travel itormetion 
MORTHERN PACIFIC RANWaT 
TRAVEL OFFICE 
FW Seer Comet Agen 


we cal wnte 


Soe ag me eee sane 


RENAISSANCE—With vacation travel coming, and space conditions aboard 

trains and aircraft much improved, copy like this began to blossom all through 

the Midwest. Travel and tourist linage, drastically reduced during the war, 
began to become an important item again. 


Offer Skywriting Service ‘McKesson to Add Unit 


Skywriting, Inc., has been | McKesson & Robbins, New York, 
formed by E. M. Bertha Jr., presi- | pharmaceutical house, plans to 
dent, and D. E. Jerrems, vice-|open a full-line wholesale drug 
president, with offices at 333 N./ house, its 68th, in Dayton, O. No 
Michigan Ave., Chicago. date for the opening has been set. 
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Esso Starts Weather 
Reports on 13 Outlets 


To supplement Esso Marketers’ 
five-minute newscasts on stations 
in its distributing area from Maine 
to Louisiana, the company plans 
one-minute spots on 13 stations, 
six days weekly, two or three 
times a day. Spots, including offi- 
cial weather prediction and a brief 
commercial, start April 22 under 
the title “Your Esso Weather Re- 
porter.” 

Stations are WCAX, Burlington, 
Vt.; WTAG, Worcester; WELI, 
New Haven; WNLC, New London; 
WNBF, Binghamton; WFPG, At- 
lantic City; WERC, Erie, Pa.; 
WSVA, Harrisonburg, Va.; WINC, 
Winchester, Va.; WMFD, Wilming- 
ton, N. C.; KOTN, Pine Bluff, Ark.; 
KTHS, Hot Springs, Ark., and 
KFPW, Fort Smith, Ark. Agency 
is Marschalk & Pratt, New York. 


Launches Fish Campaign 


F. H. Snow Canning Company, 
Pine Point, Me., clam chowder and 
fish chowder, has launched its 1946 

campaign, using New England out- 
door advertising, newspapers and 
radios. 


A LITTLE EXTRA EFFORT | 
OFTEN GETS A BIG 


Any time you run up 


against a spot-broadcasting 


problem that sorta buffaloes you—that’s the best time 


to call for Free & Peters! 


Eighteen good men who are willing to fight their 


weight in wildcats—six 


offices all completely equip- 


ped for fast, efficient action—well, you get the idea! 


Seriously, there’s hardly any radio assignment you 


can give us that we can’ 


t tackle hard and effectively. 


What have you on the desk, today? 


“yr 


Franklin 6373 Plaza 5-4130 


Pioneer Radio Station Representatives 


Since May, 1932 


CHICAGO: 180 N. Michigan YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 


Cadillac 1880 Sutter 4353 


RESULT! 


EXCLUSIVE 
REPRESENTATIVES : 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wesc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH KDAL 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC ft 
LOUISVILLE WAVE §f| 
MINNEAPOLIS-ST. PAUL WTCN ff 
OKLAHOMA CITY KOMA ff 
PEORIA-TUSCOLA WMBD-woz §f| 
PORTLAND KOIN ff 
RALEIGH WPTF | 
ROANOKE WDBJ | 
ST. LOUIS KSD 
SEATTLE KIRO | 
SHENANDOAH KMA §| ae ——_ = 
SYRACUSE WFBL ff 
TULSA KTUL #. = 
and WRIGHT-SONOVOX, Inc. j + 


“THE BAKING INDUSTRY MAGAZINE 


a 


[a 


Hollywood 2151 Main 5667 


105 W. ADAMS ST. 
CHICAGO 3, ILLINOIS 


— 


“ae x is 
7 ES Haga, | 
| (wetsmeere\) ee y a | 
i J TU | R ~—/ BAKERs, etme, \ 
ui \ | 7 bY those wp | 
ill ees | the business, 1 90% | 
4 BurrALo! : DS = Rp | i. dus tr y _ 
Re ies ~ “Akers HELPER \ 
' SS Ctive hake ry | 
! _ 
: ee : co 
NXg a | 
Yi ee ninc == 
, 2’ a To Re EA en Hele _ e 
| | Se Pe 


| 22, 1946 


er 
ets 


arketers’ 
n stations 
rom Maine 
any plans / 
3. stations, 
or three 
uding offi- 
und a brief 
22 under 
2ather Re- 


EVERYBODY IN TOWN SEES THE | | 


REDBOOK | 
[NATIONAL SHOW | 


ail 


oR ORONO 


ILLINER 
1 


Os a wae 
: Po nie 


“Hit 


LAWYER 


\ 


‘ 


enero 


3urlington, 
r; WELI, 
w London; 
JFPG, At- 
Erie, Pa.; 
Ta.; WINC, 
, Wilming- 
Bluff, Ark.; 
Ark., and | 
k. Agency 
ew York. 


“ pirates» tnetinte st 


impaign 

Company, 
lowder and 
led its 1946 
igland out- 
papers and 


eee 


They dont have 


to pinch pennies in 


EDBOOK., Indiana! 


| 5 \ = : 
( INDIANA ] | 


1 MONTH TO 
REDBOOK, OHIO 


SS 


) 


MAKE THE ‘ ; 

REDBOOK NATIONAL SHOW They operate with real foldin g money— plenty! ... —$24,000,000 worth of food. 

YOUR SHOW $203,245,000 of family income. The Ina community of 52,000 families you 
These young Redbook, Indiana, families majority of Redbook families are under Couldn't sell'$4,500,000 worth of cosmet- 
lay nearly $12,000 on the line each month ; ; ‘ , 
for the entertainment of the Redbook Na- 35 and your _— ae pinched aman ics and other drug store p roducts if they 
tional Show starring the greatest fiction They want everything, and they buy it. weren't young, vivaciousand going places. 
writers of the day. 
It has o cover-to-cover rating in all surveys. 95% of these Redbook, Indiana families Is $120 a page too much to pay for the 
1,650,000 of these youthful, responsive own cars—and they’re ready to buy new _— volume of purchasing power represen- 


families await your advertising. , : ope , 
fay ern ery cnony ones! Because they’re young it takes ted by thé 52,000 Redbook families liv- 


your show for a full page 35,000,000 gallons of gas and 2.8 million ing in the state of Indiana? Think of it 


i re koe quarts of oil to keep them going. Notto | —a page every month in the year for a 
of $37,200. mention nearly $1,500,000 worth of tires. total of $1,440. That’s all it costs in 


And in Redbook, Indiana, they eat Redbook. 
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Send for the Redbook state-by-state analysis of family buying power. 
Write or phone Redbook, 230 Park Avenue, New York 17, New York 
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VITAL FACTS ABOUT CARELESS AND 
EXCESSIVE USE OF SLEEPING POTIONS. 
ARE IN J.D. RATCLIFF'S “THE 
TRUTH ABOUT SLEEPING PILLS: 
HIS URGENT WARNING MAY HELP 
SAVE SOMEONE YOU KNOW FROM 
A MENACE THAT'S SWEEPING 
THE COUNTRY. SEE THE 
APRIL COMPANION. 
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” (PuGIES DRIVE THE BLUES AWAY...” 


.»« WHEN A WOMAN WEARS THEM ON HER HAT! SO SAYS 
LILLY DACHE, FAMOUS MILLINER, WHO REVEALS WHAT HATS REALLY 
MEAN TO WOMEN.” TALKING THROUGH MY HATS; IN THE APRIL 
ISSUE,GIVES COMPANION READERS A PREVIEW OFA BEST-SELLER- 

TO-BE BEFORE IT'S IN BOOK FORM. 
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THE KIDS LOVE IT, AND SAFER HIGHWAYS 
RESULT FROM DELAWARE'S HIGH SCHOOL 
DRIVING COURSES.“TEACH THEM TO 

DRIVE..AND SURVIVE BY ARTHUR 
BARTLETT (N THE APRIL COMPANION 
IS THE SECOND POST-WAR ARTICLE IN THE 
COMPANION'S LONG SAFE-DRIVING CAMPAIGN 
WHICH INCLUDED 26 ARTICLES INTHE 5 YEARS 
PRECEDING THE WAR. 


ALSO STAND-OUT SERVICE FEATURES FOR APRIL COVER COOKING, CHILD CARE, 
DECORATION, TEEN-AGE INTERESTS.-.PLUS, FOR SPRING, 15 GAY PAGES OF 
NEW FASHIONS AND ADVICE ON PERSONAL APPEARANCE BY TOP-FLIGHT EXPERTS 
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THE CROWELL-COLLIER PUBLISHING COMPANY. PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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The rather startling development in 
marketing that has placed new U. S. 
Army motor trucks among the perfumes 
and the pillow cases in some of America’s 
leading department stores may or may 
not prove to be successful. 

This is something that doesn’t particu- 
larly concern us here. 

On the other hand, we think the very 
long copy (which is much the same in 
each of the advertisements we have seen) 
should be of interest to a great many 
people in advertising. For it makes al- 
most every other truck advertisement we 
ever saw look soft and watery by com- 
parison. 

The reason is fairly simple. 

In the page from Mandel Brothers, 
Chicago (reproduced on Page 76), the 
trucks are offered not as a manufacturer’s 
pride and joy but as pieces of useful and 
desirable machinery—about which every 
important feature is detailed. Reading 
the specifications is almost like witnessing 
a demonstration. And the text that under- 


You Ought toKuow . 


When the Supreme Court of the United 
States decided unanimously a few months 
ago that Postmaster General Frank 
Walker had been wrong in attempting to 
deny Esquire the second-class mailing 
privileges, publishers 
suddenly realized that 
David A. Smart, found- 
er and publisher of the 
magazine, deserved 
canonization or a rea- 
sonable facsimile. He 
had fought and won a 
three and a half year 
struggle to protect 
magazines from capri- 
cious and arbitrary ac- 
tion by Postmasters 
General, and at no 
small hazard to his own property. 

Mr. Walker, it appeared from a retro- 
spect of the case, would have been glad 
to end the litigation without going to the 
Supreme Court, provided he could have 
found a peg on which to hang his hat. 
But this would have involved admission 
by Mr. Smart that his magazine had done 
something wrong, which it would prom- 
ise not to do again. This the publisher 
refused to admit. Thus he ran the risk 
of an assessment of about $400,000 a year 
for additional postage for the period of 
the litigation—a fairly pretty penny to 
risk for a matter of principle. Now that 
the victory has been won, publishers are 
generous in their praise of the sturdy 
character and sterling qualifications of the 
little man who wouldn’t compromise. 

Dave Smart (the middle initial stands 
for “Archibald”) was acting entirely in 
character when he decided to fight the 
Post Office and keep Esquire free. He 
fought almost every major engagement 
in the first world war as a buck private 
in the 122nd Field Artillery of the 33d 
Division. Marshall Field, now publisher 
of the Chicago Sun and almost as busy 
a publishing entrepreneur as Mr. Smart 
himself, was his sergeant, and a good 
one, Dave recalls. Then, too, it was a 
battle with a trade publishing house that 
launched the head of Esquire, Inc., in 
the publishing business. 

Dave’s first advertising experience was 
before the war, in 1915, when as a Chi- 
cago Tribune classified salesman of 16, 
he won fame for selling a full-page 
Classified ad in the Sunday Tribune to 
Frederick Bartlett, the biggest real es- 
tate operator in town at that time. The 
ad was a flop, due to the psychology of 
classified advertising readers, but brought 
the young salesman to the favorable at- 
tention. of the late William Field, then 
business manager of the Trib and later 
a key factor in the establishment of the 
New York News. 

He followed James Keeley from the 
Tribune to the Herald, later consolidated 
with the Examiner, and shortly, there- 
after went into the Army. He was 
wounded in action on Nov. 2, 1918, and 
returned home on the first boat carrying 
returning veterans after the armistice. 


David A. Smart 
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lines and emphasizes certain of these 
specifications does this precisely as a 
good salesman would, adding the weight 
of experience. 

“. . . In almost every theater of the 
war, from Africa to China, from England 
to India, from the Alcan Highway to the 
Russian front, many thousands of these 
mighty multiple-drive, heavy duty Stude- 
bakers wrote brilliant new pages in 
transport history. . . 

“Truck men call this a 6x6, which 
means a six wheel drive. It has a double 
transmission—to the front axle and to 
the two rear axles. For city and open 
road driving, the rear wheels can drive 
alone; this is both a six and four whee! 
drive.” 

And so on. 

The trouble with many advertisements 
(particularly in the heavy goods fields) 
is not that they have too few words but 
that the words convey too little. 

Here almost every one of more than 
800 is important. 


e e David A. Smart 


His first postwar publishing venture— 
tributes to the doughboy written by him- 
self while in the service—almost hit the 
jackpot when Woolworth’s put wall 
mottoes carrying the comments on sale 
in its newly opened Fifth Avenue store 
in New York. Too many returning vet- 
erans created an economic problem, how- 
ever, and the bottom fell out of the ven- 
ture so fast that Dave had to wire his 
father for money to get home on. 

He got a stake of $50,000 out of a 
sugar brokerage venture when the price 
went sky-high in 1920, and after a whirl 
at selling syndicated bank posters for 
Edgar Watson, at one time the star car 
card advertising salesman of the coun- 
try, started a similar business of his own, 
which ultimately included syndicated 
magazines for half a dozen retail fields. 
One of them, undoubtedly chosen by 
destiny, was the men’s wear field. 

In this magazine the publishers selected 
and illustrated products they thought 
would sell, and the dealers who circu- 
lated it to their customers naturally- had 
to be prepared to supply the demand. 
Thus the Smart magazine became fashion 
arbiter and guide to many leading stores, 
thereby crossing swords with one of the 
leading trade publishing houses in the 
men’s clothing field. After a particularly 
acrimonious blast, Mr. Smart decided he 
needed a trade publication in which to 
talk back. 

Apparel Arts was its name, and it was 
sold from a dummy which looked very 
much like Fortune, just out and attract- 
ing major attention. The necessary 80 
pages of space were sold in jig time, and 
though the magazine was to be a quar- 
terly, it made such a hit that it was con- 
verted promptly to a monthly. And mer- 
chants who found: that customers were 
interested in clothes to the extent of 
wanting to subscribe to Apparel Arts re- 
ported the facts to the Smart headquar- 
ters, with the result that Esquire was 
born to serve an obvious need. 

This was back in 1934—just twelve 
short years ago. Ernest Hemingway was 
the first big league contributor signed by 
Editor Arnold Gingrich, then as now the 
editorial spark plug of the Smart organ- 
ization. The first issue, distributed 
through department and men’s wear 
stores, was a sell-out, with 100,000 copies 
going rapidly over the counters. From 
then on Esquire was an established, solid 
success. 

It was only two years later that Dave 
Smart pulled another rabbit out of the 
hat—Coronet, a pocket-sized magazine 
which was similar to Reader’s Digest in 
format and newsstand price of a quar- 
ter, but completely unlike it otherwise. 
It published only original material, was 
lavishly illustrated with four-color re- 
productions, and presented the sort of 
material Dave Smart, Arnold Gingrich 
and associates liked personally. 

If, as Dave says now, Coronet fell on 
its face, the recovery represents one of 
the greatest publishing achievements in 


history. Coronet, backed by a carefully 
designed editorial program and a big 


league promotion drive in which ex- 
penditures for radio time alone have 
gone as high as $1,000,000 a year, is now 
selling over 4,000,000 copies a month, 
including 1,000,000 to the schools. Pub- 
lisher Smart isn’t predicting the future 
of Coronet, but some observers say it 
may one day hit 9,000,000, the present 
Reader’s Digest figure, or even become 
an advertising medium. One of the 
major flops of the Smart career was try- 
ing to sell advertising in Coronet with 
400,000 circulation. 

Out of the Coronet contact with schools 
came an amazingly interesting develop- 
ment—Coronet instructional films. 
Started in 1938 and interrupted by war- 
time production of Navy training films, 
the educational - pictures supplied by 
Coronet have won renown and accept- 
ance because of their high quality and 
the rigid professional standards employed. 
Out at Glenview, IIl., adjoining the coun- 
try estate of Mr. Smart, is the Coronet 
picture studio, where a lot of pioneering 
has been done in the development of 
equipment for 16 mm. Kodachrome pic- 
ture work, including a sensational optical 
printer which has solved the major prob- 
lem of reproducing Kodachrome film. 

The 100 film titles which Coronet has 
produced will be augmented by 80 or 90 
more a year, and eventually this will be 
the greatest educational film library in 
existence. Moving pictures are supple- 
mented by slide films, based on material 
from Coronet, and these are being used 
by 10,000 high schools. Approximately 
1,000 high school and primary schools, 
plus some universities and colleges, are 
using the Coronet movies. There are 
20,000 sound projectors in the schools to- 
day, and the publisher predicts that in a 
few years there will be 100,000, provid- 
ing a unique educational facility. 

You would think that at 47 Dave Smart 
would be so busy with his present activi- 
ties that he would be willing to call it 
a day. He isn’t. At present Arnold 
Gingrich is in Switzerland working out 
the details of a new international maga- 
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zine of opinion and the arts to be called 
Moment. It will be printed in four lan- 
guages—English, French, Spanish and 
German—and will be published quarter- 
ly. Printing facilities will be provided 
in Europe, but 90% of the circulation 
will be in this country. The single copy 
price will be $5 and the annual subscrip- 
tion price $15. Mr. Smart says with no 
qualifications that it will be the most 
beautiful magazine in the world. 

Esquire, Inc., did a business of $11,- 
000,000 in its fiscal year ending March 
31, and expects to gross $15,000,000 dur- 
ing the coming twelve months. Its 650 
employes will be housed before the end 
of 1946 in a 22-story building recently 
purchased on East South Water street in 
Chicago, where four floors are now used 
by the subscription department. Eight 
additional floors will be needed for the 
other departments, and the remaining ten 
rented to agencies and others in the allied 
arts. 

Besides watching over the manifold ac- 
tivities of Esquire, Inc., Dave Smart has 
other business interests, including Plastic 
Binding Corporation, Chicago, which 
licenses printers and binders to use a 
type of binding he imported from France 
ten years ago; the International Plastic 
Corporation, Morristown, N. J., which 
makes a product similar to Scotch tape, 
and did a whale of a war business, and 
a chain of 62 moving picture theaters 
which has proved to be spectacularly suc- 
cessful. 

He has just returned from a two-month 
vacation in Palm Springs, and says that 
he is in favor of even longer ones. He 
strongly believes in key executives stay- 
ing home two or three days a week to 
do a better job of thinking and working 
away from the interruptions of a busi- 
ness office. He follows this routine him- 
self, even though his 30-acre estate at 
Glenview adjoins his Coronet movie 
studio. 

When he takes a vacation, however, 
it is usually to work on another new and 
intensely absorbing idea. Like Jimmy 
Durante, he’s got a million of ’em. 


VIEWS OF MAIL ORDER ADVERTISING 


HOW FUNK & WAGNALLS COMPANY USES SPLIT-RUNS TO TEST COPY 


Now that more 
paper is becom- 
ing available, ad- 
vertisers again - 
have the oppor- 
tunity of using 


ODAY O0T 


the NEW 1946 funk & Wogaoils 


split-runs to test LANGUAGE PHONE Method 
copy appeal, Pg gc es 
change in head- 
lines, compare 


different - priced 
offers, test types 
of illustrations 
and other tech- 
nical points in 
the preparation 
of a_ successful 
mail order ad- 
vertisement. Re- 
cently, Funk & 
Wagnalls Com- 


“eeRRaeoennaoe 
> 


1S THE TIME TO PREPARE FOR YOUR FUTURE 


THIS BOOK AT ONCE Fro 
1's FREEL fe Get” WI OI 


wa 
$ captioned 
EMAAR ALAA 


snannennncanennnen ‘ ee sasnarsannaet 24 wanacannacncctnennennamang 
Ee 


OMORROW 


bi 
wl | 


It’s fun to learn a foreign language =~ 
i this New Easy Way! f 


pany, which 
sells the Lan- 
guage Phone kit, 
wanted to test 
two different pieces of copy, so William 
Roulet called in his advertising counsel, 
J. M. Hickerson, Inc., and asked them 
to prepare two distinctive pieces of copy 
for test purposes. They selected the New 
York Sunday News as a test medium. 
This publication has always been a good 
producer so that the test was not a test 
of publication, but a test of copy appeal. 

The New York Sunday News gives ad- 
vertisers an ideal split-run test. Every 
other copy carries the substitute adver- 
tisement. The test is ideal in that the 
same number of newspapers going to a 
given city, or community, are equally 
distributed between the two different 
pieces of copy. This eliminates any varia- 
tion due to the type of neighborhood, 
small-town versus large city circulation, 
or changes in the weather. For example: 
Tests have proved that copy appearing 
on rainy Sundays out-pulls copy~appear- 
ing on bright, sunny days. Under the 


Copy ‘A’ 


Copy 'B’ 


Results from this test show that copy 'A' out-pulls copy ‘B’ by 19.7%. 


split-run test, as provided by the New 
York Sunday News, there is absolutely 
no variable. 

The outcome of the tests made by Funk 
& Wagnalls was that copy “A” out-pulled 
copy “B” by 19.7%. This is a consider- 
able difference in pulling appeal, and 
enabled the advertiser to take full ad- 
vantage of the stronger-pulling copy by 
scheduling it in all other media. 

To qualify for a split-run test in the 
New York News, the copy must be 100 
lines or more. Two electrotypes or mats, 
with the proper key numbers, must be 
provided. The advertisement will appear 
in the feature section in the identical 
spot throughout the entire run. A han- 
dling charge of $25 is made for the extra 
work involved in such a test. Split-run 
tests are available in the full run only, 
in the daily edition; but on the Sunday 
edition you can select either, or both, the 
metropolitan or country editions. 
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Plug Superior Patterns 


Superior Pattern Company, New 
York, through Reiss Advertising, 
Inc., New York, has scheduled a 
magazine advertising campaign in 
Everywoman’s, Grit, McCall’s, 
Needlework, and Woman’s Day, 
directed at both urban and rural 
needleworkers, to promote the Su- 
perior line of popular-priced hot 
iron transfer designs. The designs 
are now being pre-tested through 
consumer style clinics currently 


‘being set up throughout the coun- 


try. 


Seeds Handles National 


Ads for Swing-A-Way 

Russel M. Seeds Company, Chi- 
cago, handles national magazine 
advertising for Swing-A- Way 
Steel Products, St. Louis, and not 
T. R. Bauerle Advertising Agency, 
as previously reported. 

The Bauerle agency handles 
local, display and trade copy. 


of an 


High wage scales, 400 acres of humming mills, bank 
deposits reaching all-time peaks, and sales zooming in 
Greater Lawrence's more than 1900 modern retail stores— 
it's obvious that the immediate, great future is a certainty. 


immediate, great 
future are showing 
in LAWRENCE, MASS. 


It doesn’t take a sign to point out the 
advantages of advertising in the Law- 
rence EAGLE-TRIBUNE, the only daily 
newspaper serving the Greater Lawrence 
Market. ABC Circulation over 35,000. 
Read in 95 out of 100 homes. ABC City 


tk EAGLE- 


Zone Population 124,849. 


TRIBUNE 


_ LAWRENCE, MASSACHUSETTS | 


"WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 


IS FOR ALCOA 


Alcoa is one of America's largest 
aluminum producing plants and is 
located in the Knoxville area. Just 
another reason why you should cover 
the Knoxville market with WROL. 


KNOXVILLE 


NBC FOR EAST TENNESSEE @ JOHN BLAIR G CO., REPRESENTATIVES 


‘45 Expenditures 
Revealed for News- 
paper Advertisers 


(Continued from Page 2) 
Loose-Wiles Biscuit Co., 


Manor House coffee ........ 
Maxwell House coffee ...... 
Monarch coffee ............. 
pS ES Lee eee ee ee 


EO ids 66446 6a hoe ee 
POPE COMSE 2262 ceisiincd 
IN 6.65.4 6 4 Canes as ons 
MORGOTION, TER: 2.6 ctvcesices 
pe NE Sa diac 6nk 60 04d 478 
White REGS TO8....26..cccses 


Caneage DIF Water .0 cesses 
Coca-Cola 
Florida grapefruit juice 


Beverages—Soft Drinks 


Rife aaa! 
SN ME 
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76.983 [Past raigin BAN 2.4.2.6 Kove 
308,323 | Quaker ORtS- 2.22 ce cece ess 
121,073 |Quaker Oats cereals ........ 
196,990 | Shreddies 
Pan American Coffee Bureau’ 177,694 


DEMIGE: 60.566 s sen esses aves 
OTE f PROUD. 6 5c.0e 6 iwesd eee eeas 2 
Geese | PT OMGEED «8 oS isGaceesaa< sds 
Condiments 
Oe I a ier eee er ete ae 
113,990 |Brer Rabbit molasses ...... 
FUMES MUStATG «oa ccccsss 


TESS WHUBCATS 6c ccc eiiccass 


$238,075 | Heine ViTOBEY «cc cccccccsccs 
50 |Hellman’s mayonnaise ...... 
60,845 |Hunt’s tomato sauce ........ 


NS og 2 64-46-3546 64.6 48: 56,589 | Florida orange-grapefruit Kraft Miracle Whip salad 
Pillsbury Best flour......... 207,213 EO See ee eee eee 76,027 eee re eee 
Pillsbury pancake flour..... 66,069 |Hoffman Pale Dry .......... 108,865 |Lea & Perrins sauce........ 
Presto cake flour ........... 105,753 | Libby’s tomato juice ....... TSE,BED LPOTtON'’S SOIE 2cccccccccsase. 
ere Cee ee Tre 82,727 | Mountain Valley Water..... ESTs te LOOT ORE 6.4 ccneedcsacceas 
Softasilk cake flour ........ pe 582,534 Dairy Products 
Swansdown cake flour ...... 2 PG: SE ee rer eer ee ae 50,361 | Borden’s cheeses ........... 
Ue BROOM. 66606 icsc cies 59,144|S & W Apple Juice......... 54,714 |Borden’s evaporated milk ... 
Ward’s Tip Top bread ...... 67,144 Beverages—Miscellaneous re 
Wonder DFOAd 2.5. cccccssces BER SES TOOCOIIIREE 26 di ois oS aawscesser 141,243 | Borden’s products .......... 


PS ee er eee Be BOG CVG TRIO 666.60 Sarda os 518 04 56 s,s 492,737 | Borden’s Starlac dry skim 
Beverages—Coffee & Tea Cereals and Breakfast Foods ae ere yy eee 
Barrington Hall coffee ..... Se Fe LCN. 4 60 i580 65.40 68 0486 29,271 | Bowman dairy products .... 
Beech-Nut coffee ........... 139,008 | Cream of Wheat ....06..... 70,787 | Breyer’s ice cream ......... 
DGGESN'S GOMOCE «i... cccsewes 207,653 | Gerber’s cereals ............ 50,197 |Dean’s milk products ....... 
MOOGGUE GOING 6. oe sb ocecediaeie BE Re a eee ee eee 159,808 | Durkee’s margarine ........ 
pe Pee ee ee ere 54,632 | Kellogg’s All Bran ......... 574,860 | Fleischmann’s Blue Bonnet 
Chase & Sanborn coffee.... 436,790 |Kellogg’s cereals ........... 103,313 tue | hk? a a Sc. a ree 
Del Monte coffee .......cc0es 103,539 | Kelloge’s corn flakes ....... 228,143 | Hoods dairy products ...... 
TOTO GUTOG 6.66 6.600 veewsens 71,074 | Kellogge’s Raisin 40% Bran Jelke’s Good Luck margarine 
(po lly 2 168,028 i ERE Ce Cee ee 429,358 | RMraft GHGSSO «2... cs ce tascss 
PEUUS BPOS. COMECE ..66.662085 BR ME Adar hissises baalsaaenew ave 238,219 | Land O’Lakes butter ....... 


Lipton’s tea ... 


M. J. B. coffee 


Tee Bree PE ee 
Nabisco shredded wheat . 


51,151 
. 283,105 


Mayflower margarine ...... 
Nestle’s evaporated milk ... 


573,802 


62,962 
93,353 
128,321 
61,381 
147,144 
125,041 
54,736 


69,728 
60,208 
54,321 
64,207 


141,292 
320,623 

83,388 
447,448 


85,421 
96,944 


290,548 
56,626 
90,821 
71,258 

342,186 


LOUIS S. BING, JR. of the Bing 
Co., Cleveland, O., says: "National 
Furniture Review is one of the few 
‘must’ publications on my regular 
reading list. From Review I get a 
perspective of the home furnish- 


ings business .. . not only through 
its reports of what other stores 
are doing, but from the informed 
opinions of leaders in the industry 
who write for its pages. In its 
caliber of editorial content and 
general make-up, | think Review is 
unsurpassed in the field of business 
journalism." 


Review is unsurpassed too, as an 
advertising medium for reaching 
the industry's important executives 
like Mr. Bing. Each month's 7,602 
copies (ABC dealer and buyer cir- 
culation) actually reach the men 
who buy for the stores* which do 
80% of the total industry volume. 


SELL THE 
LEADERS AND 
YOU’VE SOLD 


THE MARKET... 


r mene 


@ 


*Most furniture stores 
today are virtually 
"home goods depart- 
ment stores"... sell 
everything for the 
home. Write for litera- 
ture on facts about the 
furniture store market. 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 
ASSOCIATION @ 666 LAKE SHORE DRIVE @ CHICAGO 11 
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63 
62,513 Nucoa margarine ........... 172,553 Industrial yeneral Cable Corp. ........ 57,046 | Scotch cellulose tape ....... 63,093 
149,997 Mabet-ett GHEORE 6.5 ...6.5.. 135,606 | Altiia Chalmers ........65<% 71,844 |General Electric Co. ........ 351,842 | Sherwin-Williams paint 
143,259 ee Re ae 118,674 | Aluminum Co. of America... 64,741|General Motors Corp. ....... 514,656| products ............ec005 482,947 MANUSCRIPTS WANTED 
98,558 Sealtest ice cream ......... 73,403 | American Can Co. ......... 402,449 |Glidden paints ............. 169,710 | Standard Steel Spring Co.... 103,001 
501,240 Shefford cheese............. 55,997 | American Iron & Steel Inst.. 209,382|Great Lakes Steel Corp...... 80,613 | Union Carbide & Carbon Co.. 60,313 Original rn ap to 1600-words. Will 
266,197 Supplee dairy products ..... 56,358 | Bethlehem Steel Co. ........ 98,248 | Industrial Rayon Corp. ..... 66,682 | United Aircraft Corp. ....... 59,261 || consider up to 2400 words if subject i 
573,802 Swift’s Allsweet margarine.. 205,056 | Boeing Aircraft Co. ........ 50,023 | International Business Ma- ‘ United States Steel Corp..... 66,132 eo ee a a 
MwrlifG'e: 166 STORM. 64.048 66's esi 55,638 | Can Manufacturers Inst. Inc. 404,798 OMINSS. COP: sacs Ss ees cs 99,410} Wheeler Shipbuilding Corp.. 73,598 Based i progress for the indicia an 
62,962 Wilson’s dairy products .... 52,094| Consolidated Vultee Aircraft International Harvester .... 62,181 Insurance family or community. On _ health, child 
93,353 § Disinfectants and Exterminators COM .ckoxaes bGkadve cece 135,383 | International Latex ........ 134,979 |Commercial Travelers Mutual care, beauty culture, personality en- 
128,321 Te. eee ee 230,242 | Continental Can Co. ........ 55,237 | International Nickel Co. ... 281,060 Accident Assn. of America 58,175 || hancement, new industria developments, 
61,381 te eit ie enero 56,163| Curtiss Wright Corp. ...... 65,485| L. C. Smith & Corona Type- Equitable Life Assurance — interest “er. small ° business 
147,144 BOGOR ciistinntectntictesss4 150,629 | De Beers Consolidated Mines 145,020| writer Co. ............... CRARE TM OF BW iis cassses ics 74,350 |] ang en tookaaker ee eae 
125,041 Peterman’s Exterminators .. 172,749|De Foe Shipbuilding Co...... 96,016] Martin Alroraft §..6is066 sass 107,159 | John Hancock Mutual Life fillers, quizzes, gags. Pay 2c to 3c per 
54,736 4 Laundry Soaps and Cleansers BOOT DEO. GIs. vies aseaidds tis 103,863 |} Olin Industries ......«...... 70,672 3 SAS ee Peta ee See 115,742 accepte wordage. Cartoons to $6.00. 
American Family flakes .... 104,981] Dow Chemical Co. .......... 64,779 | Patterson Sargent paints Life Ins. Cos. of America.... 715,126|] John G. Finch, MARCH OF PROGRESS, 
69,728 Blu-White ................. 69,708 | Du Pont paint products..... DOT Ot | SNUOEE: 62 5.6 cg cores nasa . 56,086 |New York Life Ins, Co...... 225,060 |] 542 S. Dearborn St., Chicago 5. 
60,208 ee Seer rrr Terr rere 65,274 | Electric Boat Co. ........... 109,739 | Pullman Standard Car Mfe. North American Accident 
54,321 gt co eee eee 92, S98 | POE MOter COs oe 6k cis cc sc 63,359 AY Dien a case eaaewes 56,762 SE CR kos ta deadanas enue 97,802 
64,207 Chiffon soap flakes ......... 190,621 
CTMUMORM 6 odes sce se sacdtescs 179,795 
141,292 } BOUIN oc dona did 6 @ kw Sd kG bo 8 508,291 
320,623 ; MEN 5a 9d ala $150 ean ae Pee wae 71,781 
83,388 Re a ere 263,737 
--+ 447,448 ES eee eee CEE ere 660,844 
EE SS A ee ee ee ee eee 55,482 
--- 85,421 BOE SUMO 6 0.6:0:4.3 00d 4 46:3 es 478,406 i 
. 96,944 oy ae. 176,912 
116,448 : Johnson’s wax products .... 326,216 
125,383 | Kirkman soap flakes ....... 182,575 
«se 88,258 i Oe ee ea 274,576 
t j ee ree eer ere 174,562 . 
~a« S86,329 i O-Cedar products .......... 104,771 
ice Teper : Old Dutch cleanser......... 310,756 
ine 290,548 ' Old English products ....... 51,219 \ 
«os 56,686 a Rae ee ee ee eee 388,140 
90,821 oS RAE ae an eee ere 95,773 
71,258 SC eMeNE SUPE (oko ea od os rs ve 61,459 
342,186 Ba PRRIIINL Dc ba ea aeale SW na 57,998 
on MANS ADR O's sgl 66.2 Gleave ack Galas ® © 405,949 
OE ug ee ae ea arer 106,957 
| ES a a eee fae eee ee 66,602 
5 Shinola shoe polish ......... 64,727 
oo | ESR e ee ree er ee ee 182,290 
Pee er eee re ere 94,811 
Rs Sale ae S443 6 Hes 488 Mw eS 56,451 
Pes A OE. ot bes cw keys seas 203,387 
POE SAME 66 05 sdex ee asn ens 759,735 —_ 
| ane ace ee ae 145,646 
SME scstibetid dbase asudedes 125,682 
j Meats, Fish and Poultry 
* <American Meat Institute .... 195,738 
Cudahy meat products ..... 61,497 T AN 
OG FOChOMD BOM iis saved scuwe 59,713 
MMM Sc Ad aeT OK BRAD EWS OOaKO 117,571 
iD ea 128,343 OLD 
Van Camp Sea Food Co. 
Ce eee i 113,549 
) Wilson’s meat products ..... 98,514 
Miscellaneous Groceries SOUTH ERN 
B & M baked beans......... 90,739 
r Beech-Nut strained and 
ees chopped foods ............ 174,182 CUSTOM 
Betty Crocker sOunpe ...<.... 136,657 
CAMPHCITS SOUNG ....05 66608 51,841 
Ciapo’s baby fo0Gs ......6.. 78,412 
ROME 5:5 ket Sue aan e ea AGA sis 401,214 
Crosse & Blackwell marma- 
i ere cere ae Tere err ‘cies waeae 
PiOrTigs BrAPSlrwit. ..i.scess 169,286 
vn PiOTIGD GFGRMES 66.6 o.5.66055066 284,884 
i Florida tangerines ......... 119,551 
| General Mills products ..... 175,405 
Gerber’s baby foods ........ 50,099 
ee a re 486,946 
Heinz strained foods ....... 144,542 
Pag Re 118,591 
Kre-Mel desserts ........... 132,175 
ho ae BS ee 74,427 
My-T-Fine desserts ........ 161,678 
Nestle’s chocolate products. 87,352 
Peter Pan peanut butter.... 276,521 
Pictsweet canned foods .... 67,724 
Rockwood’s chocolate bits .. 99,169 
POOP GOGGOTUH oi iicses cies. 78,149 
ere re ees tee eee 335,578 
State of Maine potatoes..... 59,510 
WUNMIOt TOMIONE. cccksveces ics 152,404 
MUNKIOL QFANBGS: 2.6600 cs kees 467,522 é 
8 a rn 65,639 ; he 
Wilson's products 4.636.455. 65,274 | | 
Housing Equipment and Supplies; THE SOUTH S A TRE r * 
Automatic Heating 
Timken Silent Automatic ... 76,988 
Automatic Refrigeration 
ye € Dt *tri L ‘ e ° . . 
aa aut: ene dene The old-time Southern maid is gone. They’re independent, high 
Anthracite Industries ...... 136,888 priced, practically impossible to get. Thousands of Southern 
, thet and Furnishings . housewives, for the first time, are doing their own work — they 
seautyres é  Seerrere es ’ 
tite yn lll "scat want the new labor-saving appliances . . . and they’ve got the 
EK Mazda Lamps ......... 180,701 money to pay for them. The Southern market is wide-open for 
marcel PFOGUCES 2... ..6cccces 58,218 : s 4 $ 
iii an caer... 79.596 electrical appliances — washing machines, cleaners, toasters, 
EYTCE QVORWERG 6 occas 136,052 ironers, refrigerators, etc. 
kevere po 90,481 Cash in on this tremendous market now! Place your sales 
ad stoves . . . 
Avco kitchen ranges ....... 54,124 story in Electrical South. Its 10,750 copies monthly are read by 
— ae and heaters 104,389 practically all of the important appliance distributors and dealers 
ae Tr —Hardware, Furniture and Department Stores as well as Elec- 
Bendix Home Laundry ..... 56,587 trical Dealers and Utilities — throughout the 17 Southern and 
py tg. 138,532 


Southwestern States. 
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x “ Jewelry and Silverware ie , Nature’s Remedy ........... 104,194] Fats Conservation campaign 478,018, Macmillan Co., The.......... 110,677 ,Southwestern Bell & Tel. Co. 158,976 | 
oo ed rings ain Shc e-nateat 82,665 ol rere er 59,253 |General Electric products.. 55,636|McGraw-Hill Books ........ 68,771 Radio—Sets | 
= - Peskggeonnne pir a ae ee wees 4 69,218 Sees are 61,236 | National Association of Mfrs 114,161} National Educational eee ee Oe Pee 172,411 ! 
— BOO ks Frans oe 90.917 | Nutrex Pe Te ee 126,792 | National novelties ......... 75,490 SN arog kb edas's 44% Gos ved! Bo ge a ae een 172,115 ' 
CSTCIOX 2.0 eee eee renee ‘06 *MOVCCS1OMGES Of) nice ce cescieces 61,816 | Norcross greeting cards..... 119,054| Random House ............ BRE POS. os os set-cdicanascsa emacs 84,854 ‘ 
pea Medicar - One-A-Day Vitamins ....... 117,798 | Park @& Tiiford ............ 69,041|Reynal & Hitchcock........ 102,349|Stewart Warner ........... 138,590 
a Se ce ee a ek re ee 55,662} Parker pens and pencils... 458,300| Scribner's, Charles, Sons.... 125,761 Sporting Goods : 
rs aid Preteens eee eee e eee eee 51,344 gS a 73,141 | Pather Quink 8... .cisisecss. 113,589| Simon & Schuster.......... 181,984| Noma Toys .. 88.574 
> += paenaaiaat ee eee oe 76,788 oe eee TES, 0061. C.. A. POCOREE: 650i cscs. SESGG(UMICOEN BVOGG. 6. 6.265 cssccsc 114,644 | Spalding A G. & Bros. Inc. 142.388 j 
VAS ce cece eer r cece ee eeeens BU Feel POFtusgin” os .cccecccesanss 101,747| Sheaffer pens and pencils... 181,598|VanNostrand, D. Co......... 69,712| United States Playing ‘Card 
- B. C. remedy ............... _81,184| Phillips milk of magnesia.. 504,390] Sheaffer Skrip ............. 109,509| Viking Press, The...... -.-. 189,631] Go ; 58.746 
Bayer aspirin .............. 513,793 | Pine Bros. glycerine tablets 71,092|U.S. Army recruiting service 146,176 | Whittlesey House ......... 121,927 clear ktrbebinkent>* cena, ‘ j 
Bell-Ans Peter eee ee ee eee AIOE PORE BPMN oda ce ok 8d aes 95,996| Waterman’s pens and Wise, Wm. BM, 6 Coe:...5..4%. 246,923 Tebacee-—Cigars e 
ra ee eee 353,019 | Pinkham vegetable ee al ar 132,010} World Publishing Co........ eo fe all et gl pong ot 
. Blue Jay foot products...... 175,589 GOMMOURE. x60. b.06 sce ss 64s 426.943 Met MPO bs cas n ese sscsue 163,826 ( 
| 1: EIS Se eet et Slee eee 107,231| Resinol products .......... 127.284 Publications—Book Publishers Magazines Me EMEA, (a: 3 ipsa Gad & 5 9.09 Brae 84,582 ] 
Campho-Phenique .......... 68,181|Ru-Ex compound ......... 77,040 | Appleton Century Company. 55,516) American .............245- 168,268|R. G. Dum ...........--0 ee 97,250 ] 
Carter's Little Liver Pills... 71,695/St. Joseph aspirin ......... 110,406 | Bobbs-Merrill Company .... 108,605|Collier’s .............20005. 233,442} Robert Burns ............-. 101,474 
ee eee Se en 63,252 | Book League of America... 252,073|Cosmopolitan .............. 186,776 | 7 - 20 - 4 weeeeeeeeeeeeeees 60,219 ] 
Cuticura products ......... 155,954 | Scott’s emulsion ........... 89.664| Book of the Month Club... 143,988|Country Gentleman ........ 193,840| White Owl .............-5-- 125,966 ] 
RES ee eee Ee BS ee ee 113,290| Book Presentations ........ OE er er re er 58,697 Cigarets “. 1 
7 Deen's ollie: . «5. 6.6. 52...07 a ES | a ee 56.302 |Classic Club, The ......... DOM MMUR onc asec ealanesacccws oe 57,293| Camel .......- cece eee eeee 290,379 q 
e. Dr. Caldwell’s Syrup of Rie i 83,632 | Detective Book Club ....... 396,978 | Fawcett Publications ...... 67,329 | Chesterfield ...........04-- 142,483 , 
ME, lain id suaaaae eux 95,131|Sloan’s liniment ........... 137.784| Doubleday, Doran ......... 384.453| Financial World, The...... 70,879 | KOOL oo... ee cece eee eee ees 283,435 : 
Dr. Edwards Olive tablets... 123,214/S, S. S. .........c.ccc ec eecs 384,042 | Doubleday One Dollar Club. 117,252|Good Housekeeping ....... 291,643 | Longfellow .......-...eeeee 55,753 . 
Dr. Scholl’s Zino pads ..... 102,437|Superin tablets ............ 63,542 | Duell Sloan & Pearce, Inc.... 58,149| Ladies’ Home Journal....... 77,934 | Marlboro .......-+..seeeeee 93,045 : 
DE See cceced sek eee dks és CREDO |Deematt .oss.cc.ccscccensse §3.974| Dutton, E. P. & Co......... RO I sos ke cices cerweeasei ses 55,582|Marvels .......+---s-eeeees 57,797 
22 Sarr ee 121,576 | Udga tablets .............. 121.363|Farrar & Rinehart, Inc..... 124,894) Pathfinder ................. 52,228| Old Gold .....-..- sees seers 74,949 ‘ 
Father John’s medicine..... 51,941| Vicks Vaporub ............. 164,152|Funk & Wagnalls Company 56,929|Reader’s Digest ........... 244,532| Phillip Morris ............. 117,700 ( 
Ice Mint Get licked ted et dedi 91,552) Vicks Vatronol ............ 131,669 | Grolier Society, Inc......... 87,241 |Saturday Evening Post, The. 721,304| Raleigh .........--+eeeeeee 217,120 ' 
a | rs 200.980 | Zemo Ce Pe aie ree Fer sae ican, Soe 125,168| Harcourt Brace & Co....... OE BeRTSeee MONE 655 6560560054045 97,503 Rameses Dit ack RE i ac 403,181 
Johnson’s back plaster...... 60,961|/Zonite ................0000. 114,233 Harper & Brothers ......... 222,832| Woman’s Home Companion.. 61,886| Virginia Rounds ..........-. 207,424 I 
Johnson & Johnson products 52,400! | Hoit; Henry, @ Co.........% 62,570 | Newspapers WINES .... eee eee eee ee eee 177,510 ( 
POBUTNOIALUM: ..5 esses esas 65,127 | Miscenaneous—General Houghton-Mifflin & Co...... 171,081 | - Tobacco . : 
PRES Rei eir eran 50,994 | Anheuser-Busch ........... 52,473 | Knopf, Alfred A., Co........ 102,746 | American Weekly, The...... 89,388 | Model ......-.+++seesseeees 214,385 iy 
ete GS 6 ook ks eek scwes 72.666 Decca records ..........5.. 374,122 | Lippincott, J. B., & Co...... 107,648 | Hearst Newspapers ........ 62,723 Miscellaneous Tobacco F = 
Murine Company .......... 86,005| Eversharp lead ............ 109,746 | Literary Guild of America... 401,567 | Public Utilities Dunhill Lighter ........... 62,658 : I 
DOD hxc hy ha oF ewree ceed 110,830! Eversharp pens and pencils. 102,220!'Little Brown & Co.......... 165,523 | Bell Telephone Co. of Penn.. 96,215 Toilet Requisites—Antiseptics 4 
| Brooklyn Union Gas RM dee eccitadaxsanct's 88,343 | 
| COMPANY «...cscscsssesees 140,763 | Pepsodent antiseptic ....... 175,557 1 
oe0nsrx3eoeo3eegeesFrfeeeeeert © ee © © © © @& @ eer |\Chesapeake & Potomac Dentifrices I 
: : Telephone Company ..... 168,081 | Colgate dental cream ...... 240,616 . 
= Commonwealth Edison Colgate tooth powder ...... 344,061 r 
e NEE. | gina bas 165-45 ao 0 299,882|Dr. Lyons tooth powder..... 422,264 « 
Consolidated Edison Co, PRMNORE: ~ 22445, 045.0.54.5050 95,05 105,011 \ 
- a i: ENS aaa an NP 88,526|Iodent dentifrices ......... 73,856 
e Duquesne Light Company... 68,279|Kolynos dentifrices ........ 100,515 ] 
East Ohio Gas Company..... 53,373 | Listerine tooth paste ....... 657,183 C 
= | Illinois Bell Telephone.... 194,103} Listerine tooth powder..... 99,582 
e RMR CCMA@GA TROT oss 6 dis d:d-6 0:8:5' 59,691| Pepsodent tooth powder.... 552,548 C 
New England ‘elephone & a | a ara re are 92,935 
? MOOG Gn COs 66k de dae ws BE Dy cS SR ee Rg eure ee tre ee 68,847 I 
é | New Jersey Bell Telephone Perfumes & Cosmetics 
RI ui ce ave age athe a ea 275-8 8 TEGOG [BGG yids aes ca 5 9 94 8 8 e a8789 335,815 € 
° New York Telephone CSL Ge 5 aor ae See men 61,727 ( 
Fr | Aaa ee ee ree $66,467 | Bourjois Preps, ..6....56s00% 83,831 I 
| Northwestern Bell Telephone |Campana preparations ..... 124,939 I 
e ee we en ao ee eee 89,795 |Chen Yu _ preparations...... 243,501 j 
e |}Ohio Bell Telephone Colgate preparations ...... 101,670 4 I 
Company «...<: Mi eis-002 oa 163,867 |Coty’s preparations ........ 239,622 : I 
© Pacific Gas & Electric Co... 52,780| Daggett & Ramsdell’s preps. 66,013 : I 
e Pacific Telephone & Data preparations ......6% 148,824 § 
TOLOSTaRR CO. 66sec cdc sae 85,628 | Dorothy Gray preparations... 127,671 | 
° Peoples Gas Light & Coke DPMOOORS 6:08 Foss SERRE Wwe SESS 58,062 i 7 
e 5) Pee re ee ee eee re ere ee 80,877| Elizabeth Arden preps...... 66,506 \ 
PUONG BOPVICE. occ sis cescd 182,377| Etiquet deodorant ......... 71,428 
e Southern Bell Telephone Frances Denny preps....... 97,649 J 
‘ &  TeIeSraGe CO... csi vcs ROR OSS PON i okie bk 6 ose heads corness 203,869 | 
Southern California Gas Co. 70,699! Harriet Hubbard Ayer preps 269,592 7 
+ I 
e } 
e - 
, = big implement manu- E: 
: f h d 
; acturers whose products are 
° household words in Missouri 
. . . . . 
° unhesitatingly pick Missouri 
e . 
Ruralist to help speed up 
. 
c their sales. 
° 
. In fact, to this display of 
| 
t 
; rade marks may be added JOHN DEERE, Moline, /Mlinois a 
; many more familiar names, yy 
. producers of foods, feeds, ee —— ee 
. 
fuels, and other farm ne- 
° cessities ll of h dd TRANSPORTATION CENTER: Terminus of transcontinental _ 
. " al or whom a railways and Pacific waterways. 
. their v ee -_ 
yoice of approval to INDUSTRIAL CENTER: 1226 diversified industries .. . millions 
- The Missouri Ruralist. of dollars being spent on industrial expansion and construction 
° programs. 
al e + . “on . 
i Why? Missouri Ruralist’s PACIFIC COAST’S 3RD MARKET: Over a half billion dollars in 
fri " ‘ retail sales in 1945. : 
. close, friendly relationship i 
e with the bl f Mi POPULATION CENTER: 735,000 population in a 733-square- j 
> problems o IS- mile area of diversified industry and agriculture .. . 69.8% gain 
. souri farmers—and _ their in 1940-45. (Alameda County) 
° families, too—has aided in Reach more than two out of three families in this market through 
. the OAKLAND TRIBUNE. (A.B.C. City Zone) 
. better farming and better 
’ living for more than 80 years Write the Oakland Tribune, Oakland 4, California, or Williams, 
° : y 5 Lawrence & Cresmer Co. for booklet on this great and growing 
‘ It is yours for more sales. market. 
. 
TOTAL NET PAID CIRCULATION 
aa 
. 
| T pay 143.262 — sunpay 147,210 
° RALIS A.B.C. Publisher’s Statement, Sept. 30, 1945 @ 
° Greatest Home Delivered Daily City Circulation in Northern California I 
, . 
: CAPPER PUBLICATIONS, INC. 
. BUSINESS OFFICE t 
. p oe i 
TOPEKA -:- KANSAS 
. I 
I 
o 
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Helena Rubinstein preps.... 142,177 


Houbigant preparations .... 62,153 
NGM Geskin id cee ban See 848. * 8 64,217 
Jergens preparations ...... 357,561 
Re ee ee eee ee aera ee 97,811 
Mromi. hatr tonic ...2...ss- 132,683 
Lady Esther preparations... 240,660 
Lucien Lelong preps......... 87,028 
Luxor preparations ........ 52,163 
Max Factor preparations.... 84,959 
Maybelline preparations ... 141,458 
MorG@Gneed WOE 26k sce ccces 106,724 
UN is 5 4a as cha ae e se Seiad & 216,220 
NN eS ee eC Tee Pee 80,358 
ge SS a a a 93,788 
Pacquins hand cream ....... 115,954 
Park & Tilford preps....... 104,718 
Tg a | ae 746,239 
Revlon preparations ....... 390,612 
Richard Hudnut preps....... 306,431 
Roux preparations. ......... 74,138 
errr errr 60,204 
Vaseline hair tonic ......... 280,817 
GREE © ole e'g gis F544ioae ees 148,322 
Woodbury’s preparations ... 308,312 
Yardley preparations ....... 154,163 
Toilet Soaps 

CMR tris a tri sid 6: a ad-eia ws 372,154 
Cashmere Bouquet ......... 273,126 
DYrGRS GHAMHGO. «nc cccceess 208,110 
Fitch’s SHAMPOO .....6.665. 249,755 
Fitch’s shaving cream...... 75,981 
Gillette shaving cream...... 53,111 
HIBIO. BUBIHOO ...6ccccwcces 229,446 
7 hte a ee es ee ae eee 417,057 
MPO GHEMNOCO 44.6 66s sence 96,379 
a re ne a a 308,759 
SOME: Sereda ee Shae 6 Se ae ke ae 297,329 
POCHOl G SMRINDOG- ...46<.% 119,109 
Pye, re PON Beer eee 595,982 
Rayve creme shampoo ..... 96,838 
ae A eras toe ae ee 90,544 
Og” 4 a ee ee ae 163,412 
Woodbury’s facial soap..... 56,583 

Miscellaneous Toilet Requisites 
Merkerey PIAGES 6. ccccccsce 155,981 
Charm-Kurl permanent 

a 157,535 
Crowning Glory permanent 

oe | ree 166,130 
Early American Old Spice 

MEME. eibiss edie hart s © A OS 82,935 
Gem razor and blades....... 91,771 
Gillette razor and blades... 336,213 
I Gattis Saws a eee 84,483 
RINE Cdr zp av eiaetardd. cles & Sora 4 oad 80,945 
ee See re fel eee eee 61,979 
PR) TFEMOT DIAGOS 66.45.0800 120,589 
Pepsodent tooth brush...... 142,842 
Personna blades ........ -. 176,789 
Squibbs Tooth Brush ....... 200,334 
2 Ra ep Co oar en eee 153,815 
Toni permanent wave kit... 66,903 
WeIGere CIONHG cis ce sicawens 54,317 

Transportation—Airways 

American Airlines ......... 282,840 
Hastern Aif Lanes... .cc.ccses 188,014 
Northwest Airlines ........ 82,080 
Pan American Airways ..... 83,654 


Pennsylvania-Central 


CLIP COUPON TO LETTER-HEAD 


ee ee ee ee ee ee ee ee a 


'FREE!...mail this now! ! 


i EYE* CATCHERS, Inc. 10 E. 38th St., N. Y. 16 


i Please send FREE proofbook referred to in ad. 
No obligations. 


| Name Cobbs chdunedeyee esses essesede oeacees wee 
| SONG GES cond subencnsavepnedesecesse coos 
Bow... sees seapaeene AS cnsseecniie 
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65 
pT eee ener cre eee 110;TO9 | RURMAN CO. fii ised inn 93,015 COMPARY 2c ciccisccvsvcess 211,793 Passenger Cars (New) 
Trans-Continental & West- Southern Pacific ......23.%. 158,822 Continental Oil Co.......... SOO Bee | Os oak 6 Sew so att oo tees 271,420 
oe 2 Ee cre 219,059 |Southern Railway System... 64,665| Ethyl Corporation ......... SRM EOe PEIUINO. ooo ae Seeesuewesecs 53,797 
ROMACOG ARTIINGN 605s ce ess SG6,750 | URion Pacihe ... 5 secu. .ses 672,792 |General Petroleum LSE ee Pe ere ee 725,477 
Bus Lines Steamships COOPOUEIOM: G56 6 occ ss 60,112 | Chrysler Corp. institutional. 705,502 
UPGRHOGRE 2220650655000 8 en 340,990 | United States Lines......... 90,739 | Gulf Oil Corporation........ Ta pela Ceiling Ue Ee EER ee 518,999 
National Trailways ........ 71,487 Miscellaneous Transportation Ohio Oi] Company.......... 77,100 | Ford Motor Co., inst 86,007 
Santa Fe Trailways ....... 78,657| American Trucking Phillips Petro Corporation... 261,599|General Motors inst......... 481,374 
Railroads Re 69,803 | Richfield Oil Corporation... 52,875|Graham-Paige ............. 166,940 
‘ “ a Chicago Surfa finge:  ..<. 66,995 | Shell Oil Company......... 344,684 | Kaiser-Frazier .......... 98,931 
ee eee ee ee ee oe eee Remeiee ’| Sinclair Oil Refining Co..... 227,961| Mercury .................. 55,752 
Baltimore & Ohio ......... 173.283 |Artistic Foundations, Inc.... 108,909 | Secony Vacuum Oil Company 343,440/Nash_ .................4. 90,579 
eae Se ae Standard Oil Co. of CMGRMODIS 26 .cccscsinsecsce BEREEE 
Boston & Maine ........... 50,983 | Barbizon products .......... 67,867 wi 
ae tok... 143/963 | Benjamin-Johnes .......... 51,393| California ...........0..: UE. ae ar ae 116,239 
Chicago, Burlington. & Celanese Corp. of America.. 112,558 | Standard Oil Co. of MNO. 5:0 cise sb aves sa he ous 167,827 
Quincy nh 4 he e 146.956 |Cohen-Goldman & Co........ 63,843 | _ BY er ore a ee BY eee | POIMO Sicsciiuiseevieryees 69,401 
Chlaawe, Milwaukes, St. Paul ’ meee? Wi ee 79,448 Standard OW 6a. Be diss. <s5 ESTGSt | BUUGODARES | 6.05 6. ccncecs 352,315 
an Se cectedise 114.089 |Gordall suite’ .............. 91,362) Standard Oil Co. Gf O8t0......... 218,252 UME Nd 6 'usdhs 055) Soha.) aera sank ia aed 254,836 
Chicago & Northwestern.... 99.777|Hanes underwear .......... 73,055 Standard Oil Co. of Penn.... 68,476 Tires & Tubes 
Chicago, Rock Island & i Per err 58,398 | Sun Oil Company .......... 275,949 | armstrong ............. 59,340 
: Reis, Robert & Co........... 52,294| Texas Company ........... 138,108 | Goodrich ............... 66,151 
5 RP ana ee ee ae ae ee 162,284 i , ‘ ’ 
Ry 106.012 |Sanforized Tested Fabrics... 129,040| Tide Water Associated Oil ON en 108,831 
Great Northern ............ 93,275 Simplicity Patterns ........ 81,996 wate elie -idcuieeaeey ter eeeeee pepe PM SE ee eee -. 240,804 
Illinois Central ............ 71,429 | Warner Bros, Co., Prods.... 126,561 bygone vite om : Trucks & Tractors 
Long Island Railroad....... 67,690 Gasolines & Oils Parts & Accessories GIG. DHAGS x cssacccsces . 125,986 
New Tore Central 2 ..4..4526% 197,111 | Atlantic Refining Company.. 242,094| Anco Rain-Master wiper Miscellaneous Automotive 
N.Y. New Haven & Hartford 103,010|Cities Service Co........... 75,716 eee CORRECT Ee Tree 59,673 | Du Pont anti freezes... 81,993 
Pennsylvania ......cseeeees 488,163 | Colonial Beacon Oil DIOROl BOGE oc cdcxisiegicas 80,668 |Super Pyro anti freeze...... 73,934 
* 
“A newspaper that must be included SOME OF 
’ 
The Presidents of New York's world-famed Specialty Shops are inter- 
ested in the finest advertising medium for their merchandise. The creative skill WRITERS 
and ingenuity of their stylists demand that the wpe they use meet the 
requirements of particular people. ye: are agreed on The Sun as that medium * 
. . . corroborating once more the findings of L. M. Clark, whose independent 
research rates The Sun as "one of America's best-read metropolitan dailies." GRANTLAND RICE 
The most respected name 
among the nation’s 
sports writers. His col- 
umn "Setting the Pace” 
is a shining example of 
virile, informed sports 
reporting. 
* 
GAULT MacGOWAN 
War veteran, Sun war 
correspondent, author, 
explorer, world traveller 
now reports the Euro- 
pean political and eco- 
nomic scene. 
* 
VIRGINIA FORBES 
Restaurant-wise column- 
ist of “Cafe Life in New 
York," also directs The 
Sun's famed "Where to 
Dine Bureau." 
* 
GEORGE TREVOR 
\ Magazine writer, author- 
| ity on intercollegiate 
football and other ama- 
teur sports, George 
Trevor is a feature that 
makes The Sun's sports 
pages outstanding. 
* 
WARD MOREHOUSE 
Accomplished author, 
playwright, scenarist, 
and drama critic, re- 
ports and reviews the 
New York Theatre with 
“Broadway After Dark." 
Represented in Chicago, Detroit, San Francisco and Los Angeles by 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 
rahe PAS 
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President Signs 
Anti-AFM Law; 
Petrillo to Fight 


Washington, April 17.—Presi- 
dent Truman today gave his ap- 
proval to legislation outlawing 
“feather bedding” assessments and 
other fees inflicted on the broad- 
casting and transcription indus- 
tries by the American Federation 
of Musicians. 

Dubbed the “Anti-Petrillo” bill, 
it slid easily through both houses. 
Emerging as a strong piece of 
labor legislation it set a penalty 
of a year’s imprisonment and 
$1,000 fine for compelling broad- 
casters to hire more employes than 


The HOMEMAKER 
is Growing! 


The pocket-size service magazine 
that's rapidly becoming a favorite 
with American women! 


1745 Broadway New York 19 


2 


|they need; to pay for services not 


/performed; to pay unions for the 
use of phonograph records; to pay | 
for rebroadcasting a transcription 
of an earlier program; or for halt- 
ing programs of foreign origin, or 
any type of non-commercial, cul- 
tural or educational programs. 

In signing the bill, President 
Truman had no comment. AFM 
President James C. Petrillo in- 
dicated, however, that he would 
test the constitutionality of the 
legislation. 


ANAN May Form 
3 More Regional 


Networks Soon 


New York, April 18.—The three 
remaining regional groups in the 
American Newspaper Advertising 
Network—Southwestern, Inter- 
mountain and Pacific—may be 
completed at a meeting of the 
ANAN board of directors here on 
April 26. The central, or “basic,” 
and the New England and South- 


ge Sap 


\eastern groups already have been 
formed. 

The ANAN now has about 150 
‘applications from daily news- 
papers for all six groups, ADVER- 
TISING AGE was told. No group 
probably will be sold to advertisers 
for two or three months. 


Name Managing Director Later 


Definite plans for the program, 
including the sales and branch 
office, research and promotion or- 
ganizations, it was explained, 
await the appointment of a man- 
aging director, who probably will 
not be named for several weeks. 

ANAN leaders discounted re- 
ports that this individual may be 
a present long-term sales execu- 
tive of one of tne major radio net- 
works. They emphasized that 
newspaper experience and con- 
tacts are needed. 

The ANAN advisory committee, 
j|headed by George Biggers of the 
Atlanta Journal, is expected to 
hold several meetings here next 
week prior to the board meeting. 
H. B. Sherwood of the New York 
|News is president of ANAN. 


900,000 families across Canada every week... 


0 
0 


of 


Canada’s 


retail sales 


are made in 


Urban Canada 


STAR WEEKLY 


900,000 circulation in a country of 12,000,000 people 


means, inevitably, excellent coverage 


of all Canada—right down to tiny villages. 


US. Representatives: WARD-GRIFFITH CO. INC: 
New York * Chicago * Detroit * Boston * Atlanta * San Francisco * Salt Lake City 
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ae 


Charles P. Jaeger, v.p. in charge of sales for American Broad- 
casting Co., New York, made newspaper headlines recently when 
his name was linked with that of Lana Turner’s as a matrimonial 
possibility. . . John Shepard III, head of the Yankee Network, 
handed out an Easter surprise last week, when he gave a pair of 
nylons to every member of the staff—girls for themselves and men 
for their wives or sweethearts—at all Yankee Net-owned stations. . . 

Andrew Matzer of Rollman & Sons Co. has been elected for a 
third term as pres. of the Display Club of Cincinnati... E. T. H. 
“Hutch” Hutchinson, sales mgr. of the automotive div. of Sparks- 
Withington Co., Jackson, Mich., received the much-coveted Old 
Timers award at the 20th an- 
nual banquet of the group. 
“Hutch” has completed his 25th - 
year with the company, serv- 
ing in several exec. positions. . . 

Philip Lesly, dir. of public 
relations of Ziff-Davis Publish- 
ing Co., Chicago, and co-author 
of the book, “Public Relations,” 
has been elected an honorary 
member of the International 
Mark Twain Society. . . The 
Record Newspapers, Troy, N. Y., 
celebrated their 50th anniver- 
sary during the first week in, 
April. David B. Plum, presi- 
dent and publisher for many 
years, joined the Morning Rec- 
ord in 1897. Frank L. York, 
treas. and gen’l mgr., joined the 
Record in 1903... ss 

Alfred B. Stanford, sales di- 
rector of the Bureau of Adver- ANNIVERSARY—H. Victor Grohmann, 
tising, ANPA, was awarded the President of Needham & Grohmann, 

. cu e ' a cake @ e com- 
Journalism Medal by Syracuse pany's [5th poe Sota staff dinner 
University School of Journal- held recently at New York's Plaza, as 
ism early this month. . . TWO space buyer Kathryn Intemann, young- 
recent recipients of Bronze Stars est executive, who has been with the 
are George Dixon, head of the agency 14 years, looks on. 
aviation sales div. of Tide Water 
Associated Oil Co., who was a lieutenant commander in the Navy, 
and Cpl. Vincent Lenz, formerly on the ad staff of the Albany 
Knickerbocker News. . . 

Tom Hutchinson, for two years production mgr. for RKO Tele- 
vision Corp., will have a new book on television programming, 
“Here is Television,” published around June 1. Hastings House is 
publisher. . . Grace Leach, trade relations mgr. for Fawcett Pub- 
lications, is on a two-weeks’ vacation that started April 13... 
Theodore Yudain, editor of the Greenwich Time, which has been 
right in the midst of the UN site controversy, and Mrs. Yudain have 
a son, their first child, born April 8 in Greenwich Hospital. . . 

Gilbert T. Hodges, member of the New York Sun’s exec. board, 
is chairman of a 20-man “On-to-Milwaukee” committee of the Ad- 
vertising Club of New York for the annual convention of the 
AFA... Stanley Brown, who recently left the Brown & Weir (now 
Walter Weir, Inc.), New York agency, has just completed a two- 
weeks’ vacation on the Jersey coast. . . And Art Reincke, of 
Reincke, Meyer & Finn, Chicago, is vacationing in Miami Beach, 
as is Marland Wolf, of U. S. Gypsum... 

Donald Flamm, head of the board of directors of WPAT, Pater- 
son, N. J., has purchased the 200-acre Aldecress Country Golf Club 
in Alpine, N. J., which was founded in 1928 by a group of America’s 
leading financial tycoons, among them Thomas Lamont; Clinton 
Meserole, pres. of Pacific Fire Insurance Co.; Allen Lindley, former 
pres. of the New York Stock Exchange; Edward Prosser, Bankers 
Trust Co., and Sen. Wakelee, former pres. of Public Service Co. of 
(a oe 


RECOGNITION—Edward J. McCarthy, left, past president of the Society of 

American Florists, presents the Industry Award of Merit to William G. Chandler, 

president of the American Newspaper Publishers Association, for the group's 

“outstanding and meritorious service during World War II, and’ its excellent 
program of reconversion for the peace." 


Pres. Leonard Dreyfuss of the United Advertising Corp., Newark, 
has been elected an honorary life member of the Ad Club of New- 
ark, which he was instrumental in founding in 1915, and of which 
he was first pres. .. Maj. Theodore Phillips, v.p. of Phillips Pack- 
ing Co., has been awarded the Army Commendation Ribbon for 
“service with the Quartermaster Corps [which] has been excep- 
tional when compared with others of the same grade in similar 
positions.” 
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‘Canadian Ace’ Opinion 
Leads to FTC Schism 


73-Year-Old Chairman 
Replies to Neophyte 
in Personality Clash 


Washington, April 17.—A split 
over policy and bitter clash of 
personalities in the FTC came into 
the open today as Chairman Wil- 
liam A. Ayres charged in an un- 
usual “supplementary dissent” that 
reversal of the death sentence for 
Manhattan Brewing Company’s 
“Canadian Ace” beer (AA, April 
15) reflected “government by 
men” instead of “government by 
law.” 

By permitting the Chicago 
brewery to retain the word “Cana- 
dian” in its brand name, the com- 
mission “confused what was 
clear,” said the FTC chairman. He 
claimed that he no longer knew 
where the commission stood on 
geographic representations of 
origin, like the word “Scotch” for 
American whisky, or “British” to 
describe American shoes. 

“Does this case establish a new 
policy or does it stand alone?” 
Ayres asked. “Will future cases 
involving similar issues be based 
on this decision, on previcus de- 
cisions of the court, or ‘on what 
o’clock it is? Business men would 
like to know and I wish I knew 
what I could tell them.” 


Defends FTC Tradition 


When the commission reversed 
itself last week, and permitted the 
brewery to retain the brand name, 
with a line indicating the product 
was made in the United States, 
Chairman Ayres had been one of 
two dissenting commissioners com- 
plaining that the case broke with 
precedent. Today’s “further state- 
ment of dissent” dealt largely with 
the widely publicized majority 
opinion written last week by neo- 
phyte Commissioner Lowell Mason; 
it reflected Mr. Ayres’ obvious 
concern over Mason’s breezy ref- 
erences to FTC policy and tradi- 
tion. 

“Fairness and a respect for the 
opinions of those lawyers, busi- 
ness men and other members of the 
public who may be concerned 
compel me to submit this addi- 
tional statement,” Mr. Ayres said. 
“My earlier dissent was not ad- 
dressed to the opinion of Com- 
missioner Mason. I was denied the 
privilege of seeing that opinion 
until I had filed my dissent.” 


Sees ‘No Excuse’ 

Written in highly quotable 
style, Mr. Mason’s effort as an 
opinion writer at FTC had re- 
ceived nationwide publicity, par- 
ticularly a portion in which the 
commissioner examined his own 
reaction to the disputed label. 

Not only did Mr. Mason explain 
his feelings in terms of the o’clock 
and the state of his thirst, but he 
sprinkled the opinion with charges 
that FTC was engaging in a form 
of “thought control” and that its 
opinions were so technical that 
business men could not understand 
them (AA, April 15). 

“This case is about considerably 
more than a beer bottle label,” 
Chairman Ayres retorted today. 
Picking up Mason’s description of 
FTC as “a business man’s court,” 
the FTC chairman said he felt the 
commission “is entrusted with the 
obligation of protecting the honest 
business man from the unfair prac- 
tices of those who would gain com- 
betitive advantage by false and 
misleading means. “Manhattan’s 
beers and ale,” Mr. Ayres said, 
“were not of Canadian origin or 
even of Canadian type. We have 
seen no reasonable excuse for the 
adoption of the misleading name 
except the competitive advantage 
which it affords.” 


“That the use of the word 
‘Canadian’ in connection with 
these products is of value to the 
respondent cannot be doubted, and 
the commission found that sub- 
stantial trade has been diverted 
unfairly to respondent from its 
competitors.” 

To Mason’s fear that FTC “might 
stuff itself on the indigestible 
parsing, phrasing and syntax of 
too much advertising language, 
the chairman said, “many of the 


rules of fair competition, and par- 


ticularly the ones which apply in 
this case, developed before FTC 
was created.” 

Mr. Ayres was contemptuous of 
Mr. Mason’s self-analysis of the 
label. “I have never considered 
that the label in question would 
deceive the members of this com- 
mission,” he said. “We are, or 
so the courts have told us, a body 
of experts. The law is not made 
for experts but for the public.” 


Decisions ‘Not Cryptic’ 


In a way, the schism within FTC 
resembled the current recrimina- 
tions among members of the U. S. 
Supreme Court who have been ac- 
cusing each other of “playing by 
ear” in reaching decisions. 

It has the novel twist of casting 
a 73-year-old Kansas Democrat in 


the role of the defender of tradi- 
tion, and a young Illinois Repub- 
lican in the role of the one ac- 
cused of tampering with tradition. 

“Commissioner Mason’s sugges- 
tion that citations are cryptic is 
truly amazing,” Mr. Ayres said. 
“When they are unfavorable, they 
certainly are annoying, but cer- 
tainly not cryptic. 


Serve as Guides 


“They serve as the guides, the 
signposts in the gradual develop- 
ment of an understandable system 
of law. Judicial and quasi-judicial 
bodies recognize that decisions of 
the courts must be accepted as an 
indication of the manner in which 
subsequent cases involving simi- 
lar issues will be decided. 

“This is the distinction between 
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government by law and govern- 
ment by men,” he informed the 
neophyte commissioner. 

“The line of consistent authority 
for the action which the commis- 
sion originally took in this mat- 
ter is now disregarded. What had 
been clear has now been con- 
fused. The business man who had 
been guided by a clear line of de- 
cisions must grope again in un- 
certainty.” 

Arguing that “it is ridiculous 
to suggest that the qualification or 
contradiction can accompany the 
Canadian trade name whenever 
and wherever it is used,” Chair- 
man Ayres pointed out that a sub- 
stantial quantity of the beer or 
ale is sold in restaurants and at 
bars where the purchaser has ne 
opportunity to examine the label. | 


Ylow 


Leighton. 


BUSE WOMEN’S 


My Love Movie 


Fun and Frolic 
Fun Riot 


Freperic J. Buse, 


BUSE FUN GROUP 


Henceforth Buse Magazine Groups will be repre- 
sented in the New York and Chicago markets by 
our own sales staff under the direction of John A. 


Buse publications include 


BUSE DETECTIVE GROUP 


Authentic Detective Cases 
Baffling Detective Cases 
Current Detective Cases 
Timely Detective Cases 


GROUP 
Play 


President of 
Buse Magazine Groups, announces 
the opening of enlarged New York 
headquarters on or about May Ist in our building 
at 22 East 82nd Street . 
rapidly expanding organization. 


. to accommodate our 
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TEMPORARY ADVERTISING HEADQUARTERS 
1841 Broadway, N. Y. C. 
John A. Leighton, 


CO. 5-3796 
Adv. Dir. 
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Exceptional Opportunity 


For Young MEDIA 
ANALYST 


'To relieve agency principal now com- 
bining media direction with other 
duties, and eventually to stand on his 
own feet as a well-liked but thoroughly 
respected media and research director. 

This is no rate-book-arithmetic job. 
It calls for knowledge of consumer and 
industrial market structure, backed by 
college training in economics, market- 
ing, statistics—possibly in a graduate 
school of business administration. 

Quantity of superficial ''space-buying" 
experience is secondary to factual 
knowledge of how goods are sold . . . 
facility in analysis persistent 
curiosity about places and people... 
and genuine appreciation of editorial 
performance. We prefer a younger man 
with just enough experience to know 
+ and: prove’ that this is his field, and 
personality adequate for dealing with 
major media personnel. 

You'll live in the Middle West—work 
on yaried national accounts—and earn 
a starting salary based on your record. 
Tell us IN DETAIL why you qualify. 


BOX 6471, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


wanted,” 


lines. Terms cash with order. 


—The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 
“Representatives Wanted,” 
$®@ cents a line, minimum charge §$2. 
and spaces per line; light bodyface 34 per line. 


and “Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Monday noon preceding 
publication date. Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 

GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
ADVERTISING ARTIST — experi- 
enced in layout and finished art. 
Work incudes newspaper, trade paper 
and direct mail advertising. This is 
not a replacement job but an addi- 
tion to staff of four permanent art- 
ists. Located in metropolitan city in 
Southwest where living conditions 
are ideal, climate healthful, oppor- 
tunity ample. Send samples, a brief 
history of yourself and salary re- 
quirements. 

Box 8146, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CORRESPONDENTS WANTED 
FASHION TRADES, lively new 
weekly, of the apparel industry 
seeks able correspondents. These can 
build steady incomes. Apparel ex- 
perience and good contacts prefer- 


able. Top rates assured reporters 
who meet our demands. Copies of 
paper, concrete guidance provided. 


Write Executive Editor, 97 Duane 
Street, New York City, New York. 


Desire Catalog Specialist in Chicago 
to handle periodic production of 
small mail order catalog. Must pro- 
duce excellent copy, arrange for 
illustration, deal with printer, etc. 
Must be familiar with mail order. 
State qualifications, experience, pres- 
ent position. Salary, ete. Your re- 
ply held confidential. 

Box 8148, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


A SPACE-SELLING FUTURE 
Established technical trade publica- 
tion has openings in the midwest 
and New England territories for real 
capable space salesmen. Excellent 
opportunity on a fast growing pub- 
lication in a fast-moving industry. 
Commission basis. 

Box 8149, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ART DIRECTOR 

with a keen sense of the modern 
and dramatic ... who can step into 
a leading New England agency and 
spark its Art Department ... who 
can take complete charge and be 
worth the creditable salary that it 
offers. A real opportunity. All cor- 
respondence strictly confidential. 

Box 8151, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


The Growth of Radio 


Every branch of the science is becoming 
so complex that only specialists in their 
respective spheres can begin to cope 
with the new, facts, new inventions, new 
procedures, in that particular branch. 
As an example take a single component; 
vacuum tubes. Tubes of the size of 600 kw 
and over, down to the new miniature 
tubes, the size of a small bean, are now 
commonplace. In between there are lit- 
erally thousands of styles and models 
of radio tubes for a variety of purposes. 
The listing of each alone would also 
fill a good-sized volume. 


The same is true of every other subdi- 
vision of radio-electronics. Remember, 
too, that the young Atomic giant is still 
in its merest infancy. It is a foregone 
conclusion that atomics and radio-elec- 
tronics will soon bé allied inextricably, 
to an extent undreamt of «at present. 
From an editorial by Hugo Gernsback 
in Radio-Craft, April. 


Five New German Circuits 


Five “liberated” German recéivers show- 
ing unusual . variations. of the average 
circuits or chassis layout, are described 
at some length in Radio-Craft, April. 


Three of the five were housed in unfin- 
ished wooden boxes, merely to protect 
the “works,” as only the chassis, had 
been obtained, and often incomplete at 
that. The need of tube shielding had 
made itself felt in the repaired sets due 
apparently to the closely-spaced compo- 
nents in all the receivers. This shielding 
had been done by coating all the tubes 
with aluminum paint and then ground- 
ing the paint with a grounded bare wire 
wrapped around each tube. This meth- 
od, however effective it may be when 
no other method is available, made tube 
identification impossible, so in the Radio- 
Craft article the tubes have been du- 
plicated with American equivalents. 


Vertical Rhombic Antennas 


The following notes were compiled as a 
result of observation of Vertical Rhombic 
Antennas after two months experimenta- 
tion in using them as radiators for the 
u.h.f. at distances beyond normal line- 


of-sight. 


The vertical rhombic, though cumber- 
some, unruly and hard to handle, showed 
definite advantages over two- and three- 
element horizontal and vertical arrays in 
a distance of 90 miles from an altitude 
of 200 feet. This distance is several miles 
beyond line-of-sight. While operating and 
maintaining military telephone across the 
English Channel, teletype, radio circyits, 
at 3 to 4.2 meters(70 to 100 mc) with 
both 1505 (Link) and AN/TRC-1 
(Link) equipment, two-element vertical 
dipole arrays were used with excellent 
results -except for fading and noise. 
Three-element horizontal arrays were also 
used but with the same difficulties. 
When using vertical rhombic antennas, 
however, the noise was eliminated almost 
completely and the fading reduced to a 
minimum. Some fading was experienced, 
Results from rhombic operation were 
very much more dependable than with 
the other two types of antennas (Radio- 
Craft, April) 


( Advertisement ) 


New Radio Pen 


The marked trend toward miniature ra- 
dios has now shattered all precedents. 
It has culminated in the most diminutive 
of all receiving sets, called the “Radio 
Pen.”-This remarkable device, which has 
caused a sensation in the radio engin- 
eering world, already accustomed to. the 
unexpected, is based on secret circuits 


and tubes. 


The Radio Pen looks like a fountain 
pen, is held like a handie-talkie and 
works as efficiently as any modern 4-tube 
superheterodyne set. It measures six 
inches without the extended aerial. It is 
not designed as a loud-speaking type 
radio; it is purely of a personal type. 


The earpiece, which extends slightly, is 
placed in one’s ear, then the bottom 
switch is pushed,which instantly puts 
the set in operation. Tuning is done 
by the bottom wheel-like knob. 


In order to compress its components with- 
in its narrow compass, the A battery used 
is of the mercury-oxide type employed 
in the famous proximity war fuze. The 
omission of a B battery introduces a 
radical new principle. 


Full details of the Radio Pen appear in 
the April Issue of Radio-Craft. Interest 
in construction features is heightened 
by a thrilling story of the inventor’s trials 
and tribulations. 


The end is quite tragic and is a shock 
to the reader when he discovers himself 
to be the victim of an April Fool Joke. 
This is but another hoax of a series 
perpetrated on the unsuspecting public 
annually by Radio-Cra/jt. 


Serviceman's Oscilloscope 


Almost everyone in radio has become 
familiar, in one way or another, with 
some use of that marvelously versatile 
instrument, the cathode-ray oscilloscope. 
So wide has been the variety of its use, 
that now, the oscilloscope seems to be 
the distinguishing badge of an electronic 
laboratory and service shop. With the 
advent of FM, television, and more com- 
plicated radio circuits, the use of oscillo- 
scopes will become even more common. 


Now that there are so many possible 
uses of the oscilloscope, varying from 
simple sinewave pictures to the highly 
complex forms of television and radar, 
the question uppermost in the minds of 
the one who is going to use it, is “What 
particular use does the scope have for 
me, and how do I go about using it?” 
The questions are answered in a series 
of articles appearing in Radio-Craft, 
starting with the April issue. 


Send for a Sample Copy of: 


Radio-Electronics In All Its Phases 
Net Paid Circulation 65,647, ABC 


25 West Broadway, New York 7, N.Y. 


Vibrator Amplifier for P. A 


Cumbersome Public Address systems 
have often presented serious problems 
where the point of installation was re 
mote or inaccessible. Frequently heavy 
equipment must be lugged across miles 
of loose, sandy beaches, and in other 
out-of-the-way places where ordinary 
transportation cannot be employed. 


A solution has been offered in the form 
of a new 6-volt amplifier, described in 
the April Issue of Kadio-Craft. The am- 
plifier itself is orthodox in general design, 
except that very special attention has 
been paid to the two factors of efficiency 
and _ portability. 


Moon Radio Methods 


Lt. Col. John De Witt, the first man to 
send signals across cosmic space, tells 
how he did it. The following excerpt 
was taken from an article in the April 


Radio-Craft: 


“To provide any sort of concrete proof 
that our radar was reaching the moon 
it was obvious, lacking a lunar receiving 
station to report on our signals, that we’ 
had to send a signal to the satellite so 
strong that we could check our own echo. 


“For this we used 64 dipole antennas in 
phase with a reflecting surface behmd— 
standard radar equipment merely dou- 
bled in size, power gain approximately 
200. Our transmitter operated on 112 
megacycles, peak power around 4 kw, 
pulse duration % second, repetition rate 
1 pulse each 5 séconds. The transmitter 
was crystal controlled, using a 500 kc 
bar and employing frequency multiplier 
stages to reach a final amplifier output 
of 122 megacycles. This final power am- 
plifier used during early tests and prior 
to the announcement of the contact, used 
two Eimac 1000-T tubes in a conventional 
u.h.f. push-pull circuit. 


“Far more complex was the receiver 
which, built with a sensitivity of 0.01 
microvolts, is about 200 times as sensitive 
as the most progressive type communi- 
cations receiver available to the public. 
today. This sensitivity was absolutely 
necessary, our closest calculations showed 
us. 


“Astronomically, we knew that the sur- 
face of the moon was lava which, meas- 
ured on earth, has a dielectic constant 
of about 6. This meant that about 16 
per cent or 3 watts of our energy strik- 
ing the moon would be, reradiated in all 
directions. Our receiver, therefore, would 
have to be sensitive enough to pick up 
signals stronger than would be sent from 
a 3-watt walkie-talkie operating on the 
moon. 


“First conclusion of course is that we 
will not have any trouble at all broad- 
casting programs to a moon audience, 
when and if anyone wants to go there 
and listen. By the same token if we want 
to remotely control devices between the 
earth and the moon, or on the surface 
of the moon itself, we could do it without 
too much -dificulty from an electronic 
standpoint. But the question leads to 
this: if our signals are now strong enough 
to exercise control on the moon, how 
much of a signal are we getting to Mars 
and Venus?” 


HELP WANTED 


Advertising Age, April 22, 1946 


POSITIONS WANTED 


PERSONALIZED SERVICE 
CAREER COUNSELORS 


Genel. Mg., Special Machry. .$25,000 


Sales Mgr., Food Mfers....... 12,000 
Sales Mgr., Chem. Goods...... 12,000 
Prom. Mgr., Trade Assoc.... 10,000 
Adv. Mgr., Industrial ....... 6,000 
Field Prom., Trade Assoc.... 6,000 
Field Rep., Trade Assoc...... 600 


Market Res. Man, N. Y. C.... 5'000 


Cir. Mer., Trade Paper....to ,000 
Copywriter, Consumer goods... 15,000 
Copywriters, Agcy.-Mfers...to 8,500 
Copywriter, Publications 6,000 
Copywriters, Radio Comml... 6,000 
Editor, National Magazines... 7,500 
Editors, Tr. papers-hse. org.. 4,800 
Prod. Man., Know Graphic 
eee eee ee eee 6,000 
Layout Artist, Adv. Agcy..... 3,600 
Layout Artist, Commercial... 4,000 
Mdse. Men, Chain Store...... 8,500 
Buyer, Chain Store .......... 6,000 
Sales Space, National Mag.... 10,00 
Sales, Space Trade Papers... 9,000 
Sales Space, N. Y. C. Tr. papr. 8,500 


THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


Advertising Space Salesmen. Leading 
building industry publication has 
opening for experienced advertising 
salesman, middlewestern territory, 
with headquarters in Chicago. Com- 
pensation salary and expenses. Write 
briefly personal details and early in- 
terview will be arranged. 

Box 8147, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRODUCTION MANAGER 
for Advertising and Sales Promo- 
tion Department of large Midwest 
Appliance Manufacturer. Big pre- 
war user of printing and other sell- 
ing aids. Postwar development in- 
cludes addition of .new field proven 
appliances to national leader with 
long record for consumer preference. 


This man must take care of all de- 
tails of purchasing and supervising 
the production of direct mail pieces, 


folders, booklets, portfolios, man- 
uals, billboard posters, newspaper 
mats, ete.; also signs, displays, ex- 
hibits, films, miniature models and 


other equipment used in selling and 
in training salesmen. 


He will work at times with one of 
the best known advertising agencies 
as well as the manufacturer’s own 
creative staff. He also can expect to 
work with the better special agen- 
cies and buy printing and other sup- 
plies from concerns where quality is 
responsible for their successes. 


He must know paper, typography, 
art and reproduction processes as 
well as the market for other adver- 
tising and sales promotion materi- 
als so that he can advise during pre- 
liminary planning and development, 
including advance estimates of costs. 


The man sought probably is with 
some large advertising agency or in 
an advertising department of a man- 
ufacturer comparable in size to this 
company. He now may be an assist- 
ant, but has reached the limit of his 
opportunities for advancement at 
present. Or, he may be a returning 
veteran with a prewar experience 
which he wants to start using again. 


Give complete details. Arrangements 
will be made for personal interviews 
either at the manufacturer’s factory 
headquarters or a convenient met- 
ropolitan city. 
Box 8150, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


POSITIONS WANTED 


Advertising Copywriter, Hard-Hit- 
ting Dealer and Consumer Copy, 18 
months agency experience on diver- 
sified accounts. No layout. New 
York City. 

Box 8152, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Mature public relations counselor 
now employed seeks connection, Ex- 
perienced in publicity campaigns of 
all kinds, local and national. Fami- 
liar with house organs and adv. 
copy. Can take complete charge. 
Part or full time. 
Box 8153, ADVERTISING AGE 


ADVERTISING EXECUTIVE 
In seventh year as Publicity Director 
for department store; formerly idea 
man for giant direct-mail corpora- 
tion, also newspaper’ experience. 
Great ability, ambition very good, 
human relations “tops.” Age 44. 
Salary $5,000. 

Box 8156, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 

| HOUSE ORGAN SPECIALIST OR 
| TRADE PAPER ASST. EDITOR 

Chicago. Young woman, single, age 
32, can produce complete sales stim- 
ulating house organ for progressive 
manufacturer or wholesaler. Plenty 
|of fresh sparkling ideas. Good mod- 
|ern readable style. Can handle com- 
| plete operation from start to finish— 


| regardless of size or quality desired. | 


Can also double in public relations 
|}and publicity. Have spent the last 
4 years with army service and Red 
Cross in important and responsible 
top positions in Europe and U. S&S. 
Have done comprehensive promotion 
and publicity writing before and 
during the war. My record proves 
that I am reliable, competent, and 
exceedingly hard working. Provide 
me only with the opportunity to 
prove my colors for your profitable 
benefit. All you can lose is an in- 
terview. 

Box 8154, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TOP COPY-ART TEAM 


Hot, sharp... with plenty of sell. 
Free-lance complete campaigns. 
Roughs, headlines, copy ideas first 


-.. comps, copy when you approve. 
4-A talent. Overworked agencies or 
large mfgrs. preferred. Write for 
details but only if you want 
blue chip work. 

Box 8155, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young Vet. Very ambitious. Wants 
to be copywriter. I have proof that 
I can write. Willing to begin at 
moderate salary. Phone or write 
George Miller, 851 E. 53rd St., Chgo. 
Hyde Park 2824. 


Want to learn playwriting and pubz. 
bus. and adv. in NYC or LA. Col. 
grad; 28; adv., sell, sales cor., teach- 
ing, vis. ed. exp.; ex-Navy meteorol- 
ogist. My concise ideas sell products. 
Box 8157, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 

CAN BE BOUGHT AT RIGHT PRICE 
APPROXIMATELY 550 POSTER 
PANELS AND PAINTED UNITS 
LOCATED IN SOUTHERN STATE. 
OPPORTUNITY FOR EXPANSION. 
Box 8143, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


ADVERTISING AGENCY 
New, well financed, offers attractive 
clearing arrangement and able serv- 
ice facilities to account executive 
with billing. Confidential. 
Box 8158, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PUBLICITY— 
PUBLIC RELATIONS 


_ New media Sales Pro- 
|| motional Organization 
||| wants talented, up and 
| coming young man 
||| who knows his way 
| around in advertising 
| Trade Paper field. 
| 


Plenty of opportunity 
here if you can pro- 
duce. Salary $7500. 
Please submit full in- 
formation in first letter. 


Box 6473 
ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 
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HE KNOWS 
MERCHANDISING 


Sales and Advertising Manager; success- 
ful record with an electrical equipment 
manufacturer for past six years. Experi- 
enced, planning and directing all phases 
of creative merchandising from product 
designing and manufacturing to distribut- 
ing direct by mail and through farm, 
automotive, hardware and industrial job- 
bers, distributors and dealers. Broad in- 
dustrial ——> direct mail and 
thorough mail order experience. Good 
technical background and organizational 
ability. Well connected and versed in 
all phases of sales promotion. Able to 
take initiative and originate effective sell- 
ing programs and advertising material. 
Age 29, married. Now employed, but 
seeking opportunity for broader applica- 
tion of creative ability with an organi- 
zation desiring outstanding talent and 
determined to gain leadership in its field. 
Chicago area preferred, but will consider 
other location. Address: 


BOX 6470, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


PUBLIC RELATIONS MAN 


AVAILABLE 
Now employed by leading national manufac- 
turer. Expert both in presenting technical in- 
formation to readers of trade press, and in 
dramatizing technical developments for lay 
readers. Specialties—electricity, air transport, 
plastics. Experienced editor; adept in pro- 


motion. 
Box 6474 
Adverti 


sing Age 
100 E. Ohio St., Chicago Ii, I. 
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U. 5. Per Capita 
Frozen Food Use 
Is 4 Lbs. Yearly 


Syracuse, N. Y., April 17.—Al- 
though domestic usage of frozen 
fruits has increased about five and 
a half times in the last decade, 
and usage of frozen vegetables in 
the United States has jumped 
twenty-fold in the same period, 
the average U. S. per capita con- 
sumption of these frozen foods is 
still less than four pounds annu- 
ally. This was the picture Frozen 
Food Foundation outlined here re- 
cently at its first annual meeting. 

The figure for frozen fruits, for 
example, the Foundation has 
learned, is 2.2 pounds per capita 
per year; for frozen vegetables 
1.44 pounds per capita annually. 
These compare with consumption 
of fruits and vegetables in all 
forms as follows: 

Estimated 1945 U.S. 
per capita consumption 


All Vege- 
tables 

Form in which All (except 
Consumed Fruits potatoes) 
a 184.8 lbs. 241.62 lbs. 
Canned .«..... 26.4lbs. 37.44 lbs. 
WPIGG x. ise 6.6 Ibs. 7.20 lbs. 
Frozen ..... 2.2 lbs 1.44 lbs. 
220.0 lbs. 287.7 Ibs. 


Although obviously still in its 
infancy, the industry volume, in- 
cluding frozen fruits, vegetables, 
meats, fish, baked goods, and pre- 
pared specialties, amounts to well 
over a billion pounds annually, 
the Foundation reports. Since 
1935 frozen fruit production has 
increased from 59 million pounds 


to 354 million pounds, and for the 
same period, frozen vegetable pro- | 
duction jumped from 12 million) 
pounds to 259 million pounds. 


Develops Frostmaster 


Greatest bottleneck in attaining | 
the maximum potential of frozen 
foods—$10 to $11  billion—the 
Foundation points out, is finding 
some way to gain mass consump- 
tion in homes, rather than through | 
institutional use by hotels, restau- 
rants, etc., which has accounted 
for most of the distribution to | 
date. For example, in 1944, only 
7% of the frozen fruit pack was 
put up in retail sized containers 
(one pound and under), the) 
Foundation has found; and less 
than half the frozen vegetable 
pack moved to market in con-) 
sumer sizes. | 

To overcome this bottleneck, | 
Frozen Food Products was organ- 
ized here in 1943 by Paul Mazur, | 
investment banker and retailing 
expert who originally conceived 
the plan; Carrier Corporation, | 
which was active in the initial de- 
velopment of a frozen food home- 
storage cabinet, and now is pro- 
viding refrigeration equipment of 
other types; and Aviation Corpo- 
ration, New York, which is under- | 
taking mass-production of the | 
home-storage cabinet. Allied 
Stores Corporation and its 29 af- 
filiates throughout the country, 
cooperated in planning a program 
which foresaw mass distribution 


HE GETS 
ALL THE BREAKS... 
NE HAS A ROOM 
AT THE HOTEL 


of frozen foods through depart- 
ment stores. 

The new corporation developed 
a “Frostmaster” service, or dis- 
tribution plan through department 
stores, which involved (1) an 
over-the-counter frozen food sec- 
tion in the department store, op- 
erating through specially devel- 
oped selling methods and equip- 
ment and (2) a home-delivery 
frozen food service to customers 
having adequate frozen food stor- 
age space. This service is oper- 
ated out of off-premise distribu- 
tion facilities located in low-rent 
neighborhoods. 


300 Families Studied 


Based on experience with 300 
Syracuse families, pre-selected, 


(1) although average U. S. con- 


less than 2% of families requested 


‘master home-delivery prices 
Frozen Foods Products has found icompetition with prices in “cash- 


sumption of frozen foods amounts 
to $5 or $6 per family yearly, sales 
under the Frostmaster Plan top 
$200 per family per year, (2) con- 
trasting with the $50 to $80 of 
high average sales per square foot 
of department store selling space, 
Frostmaster over-counter frozen 
food volume approaches an annual 
figure of $200 per square foot, (3) 


discontinuance of the service, (4) 
1,200 unsolicited requests for the 
service were received, (5) average 
sales check per home-delivery 
family exceeds $5, with deliveries 
once every ten days, and delivery 
expenses are low enough to permit 
absorption in normal operating 
overhead, thereby placing Frost- 
in 


and-carry” stores. 


The Frozen Food Foundation 
itself is an outgrowth of the 
Frostmaster plan, and was estab- 
lished in 1945 as a non-profit sci- 
entific, research and service or- 
ganization to guide Frostmaster 
department stores in obtaining top 
grade products. Among the major 
projects of the Foundation is the 
formulation of frozen food quality 
standards, and cooperative work 
with packers to gain adherence to 
these standards. Packaging mate- 
rials and design, in cooperation 
with packaging industries, and de- 
velopment of improved frozen food 
containers, will also be studied. 


Members from Coast to Coast 


Members of the Foundation in- 
clude Allied Stores Corporation 
affiliates; R. H. Macy & Co. and 
its four affiliates; Marshall Field 
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& Co. and its Seattle affiliate, 
Frederick & Nelson; the May Com- 
pany, Cleveland and Denver, and 
its St. Louis affiliate, Famous- 
Barr Company; 13 independent 
stores (including L. S. Ayres & 
Co., Indianapolis; Bullock’s, Los 
Angeles; Burdine’s, Miami; Fros- 
tore, Inc., Philadelphia; Hecht 
Company, Washington; Joseph 
Horne Company, Pittsburgh; J. L. 
Hudson Company, Detroit; Hutzler 
Bros. Company, Baltimore; F. & R. 
Lazarus & Co., Columbus; Ed 
Schuster & Co., Milwaukee; John 
Shillito Company, Cincinnati; Sib- 
ley, Lindsay & Curr Company, 
Rochester; Thalhimer Bros., Rich- 
mond). 

Also the T. Eaton Company, To- 
ronto; the Aviation Corporation, 
Carrier, and Frozen Food Products. 


What! 


See ny 


Bank balances are strictly private. So... 
advertiser can obtain money data on those who are to 
read his messages—there’s a major marketing advantage. 


The Herald Tribune Continuing Home Study permits 
accurate estimates of advertising effect by disclosing our 
readers’ status. We can tell you, with time-proved ac- 
curacy (since 1938), nearly everything you want to know 
about Herald Tribune readers-as-a-whole and in part: 


where they live and how . . 
. what they own .. 


tell you much more to give you an unprecedented guide 


to effective advertising. 


* oe 


The exceptional proportion of Herald Tribune families 


with savings 


for improvement in 1944. Almost all our families are 
regular war-bond-and-stamp buyers. Securities owner- 
ship is up, too: 2 in every g families. With savings like 
these you can weigh the wisdom of Herald Tribune 


advertising . . 


NEW YORK 


. what they buy and where 
. what they plan to own. We can 


accounts—so near 100°, 


. almost to the gram. 
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Every newspaper owes its advertisers 


an exact definition of its readership 


SAVINGS AND INVESTMENTS 


HERALD TRIBUNE FAMILIES 


Families with savings accounts . . 
Average number per family . . . 


1940 


94.0% 
2.6 accts. 


1944 


944% 
2.5 acts. 
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Do any members of your family own Securities? 


64.9% 
35.1 


66.5% 
33.5 


Yo» hardly left room 
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you buy War Bonds and Stamps? 
We Weed 2 ks : 
Yes (occasionally a a 
No 


CONT 


13.3% 
26.5 
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« not asked 


« in1940 
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Greenwich Pot Boils, 
AA Reporter Replies 


[Editor’s Note: ADVERTISING AGE 
plunged into international com- 
plications almost as hot as those 
in Iran when it reported both sides 
of Greenwich, Conn.’s battle over 
the United Nations’ site (AA, 
March 18). The following letter 
from Amedee J. Cole, vice-presi- 
dent and copy director of Geyer, 
Cornell & Newell, New York, dis- 
putes 11 specific points in AA’s re- 
port. In fairness to an energetic, 
and we think accurate, reporter, 
ial we publish with Mr. Cole’s letter 
oo Sita a reply from George Biderman, 
associate editor, who wrote the 
report carried in AA.] 

To the Editor: Your article on 
the UN fight in Greenwich (AA, 
March 18) is again proof that—on 


RES S 


This department is a reader’s forum. Letters are welcome. 


a controversial subject—it is wise 
to look twice at a hand-out. 

This so-called news report is 
very similar to the misinformation 
which has been issued from the 
local newspaper Greenwich Time 
to its readers, and which since has 
been discredited by the over- 
whelming vote of the people who 
know, the people who live in 
Greenwich. 

Your story completely ignores 
the one essential fact: while a 
great many cities in America vied 


for the opportunity of being the| 


UNO Capital, Greenwich never is- 
sued an invitation. Without con- 
sultation or warning, with utter 
disregard of those affected, and 
with a press blackout that existed 
until the UN site-selection com- 
mittee was on its way to London, 
the UN announced on Feb. 3 


that Greenwich had been selected. 
Far from being an indefinite rec- 
ommendation, the official report, 
as fully published in the New 
York newspapers, was complete to 
such details as to where contem- 
plated roads and railroad spurs 
‘had been surveyed. 

_ That was the fait accompli 
|which faced local people, and 
which brought about the forma- 


|tion of such groups as the Green- | 


| wich People’s Committee. 
| To attempt to correct all the 
misstatements in your article is 
beyond the scope and length of 
this letter, but here are some of 
the more obvious errors: 

(a) The “fight” referred to 
(the referendum) was not in- 
stigated by the anti-UN-site fac- 
tion, which was satisfied with the 
vote of the town assembly’s Rep- 
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resentations (2 to 1 against the 
|UN locating in Greenwich), but 
was the result of a parliamentary 


/maneuver of the _ pro-UN-site 
| party. 
(b) The Mrs. Bytham-Bram- 


/well mentioned could hardly be 
‘reasons for selecting Greenwich 
when she later admitted (as fully 
reported in Greenwich Time) that 
/she had previously invested $25,- 
000 in real estate options. 

(c) The advertisement you re- 
| produced was in no way the work 
(ot, or associated with, the Green- 
|/wich People’s Committee; it ap- 
| peared a week before the people’s 
|committee was organized. 
| (d) The local opposition to the 
|UN site was in no way a “class 
|cleavage” as your article infers. 
The referendum vote against it 
was overwhelming in all districts 
j}and by all classes, in and out of 
the, projected site area. 

(e) Col. Hogan was not re- 
jtained “to dissect the UN engi- 
neer’s report,” as that report had 
been officially refuted in all of its 
‘embarrassing grandeur by the UN 
10 days previous to his retention 
'by the People’s Committee. 
| (f) The sums mentioned as 
| having been spent by the People’s 
‘Committee for advertising and 
promotion are ’way overboard ex- 
cept for the $1,200 spent for news- 
paper advertising. That expendi- 
ture was necessitated in large part 
by the refusal of the editor of 
Greenwich Time to print such per- 


said to,be moved by “sentimental” | 
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| (j) The insinuation that the 
referendum vote was light is un- 
founded. A 40% turnout is above 
average for Greenwich except for 
national presidential elections. 
Moreover, only half the usual vot- 
ing places were open, and then 
for only six hours. The Green- 
wich people directly in the af- 
fected site area (and 95% opposed 
to the UN site selection by official 
petition) were forced to travel 6 
to 12 miles to the nearest polling 
place. 

(k) Your correspondent has 
confused the members of the Peck- 
appointed committee with the list 
of the governor’s committee. 

The general tone of the article 
is obviously to discredit the ef- 
forts of the great majority of 
Greenwich people who were fight- 
ing against the unjust usurpation 
‘of their homes and their rights by 
‘a small committee not truly rep- 
resentative of the high ideals of 
the United Nations. 

AMEDEE J. COLE, 
Greenwich, Conn. 

[Here is Mr. Biderman’s com- 
ment: 

First, the story was not a “hand- 
out,’ as witness the fact that both 
sides had some objections to it. 
I went to Greenwich myself and 
spent several days on the story. 

Second, the “without warning” 
claim can only mean that these 
people did not read their local 
paper, because it carried stories on 
the UN committee’s consideration 
of Greenwich beginning on Dec. 


tinent news material as the official | 13. 

UN engineer’s map, detailing the} Third, the site committee’s rec- 
changes to be made in Greenwich, |ommendations of the Greenwich- 
the treaty governing the UN’s|Stamford area carried a report by 
legal powers over neighboring |its engineers exploring all the pos- 
residents, and to reprint the many |sibilities of development in the 


editorials in the New York news- 
papers applauding the stand of the 
Greenwich majority. 

(g) To charge the Greenwich 
People’s Committee with all the 
anti-UN-site literature dissemi- 
;nated (much of it privately), is as 
ridiculous as to credit the Green- 
wich Committee for the UN with 
an anonymous card which was 
|sent to all voters, and which is too 
|scurrilous to reproduce. 


‘whole area. Its recommendations 
as to railroads, etc., were neither 
‘conclusive nor binding, according 
\to Dr. Gavrilovic and the engi- 
neers. 

On the other points: (a) is not 
so, since two town representatives, 
|\Charles Carvett and Mrs. Jose- 
|phine Evaristo, who were promi- 
nent in the pro-UN-site group, 
jalso actively opposed the referen- 
dum, as did the whole pro group. 
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(h) Instead of a “half-dozen; (b) Mrs. Bramwell’s activities 
or more mailings” (your figures) | were inserted as an amusing side- 
|of the People’s Committee, there | light. 

/were exactly two, one of which) (c) The ad we reproduced was 
was a sample ballot explaining signed by Mr. and Mrs. Amedee 
the wording of the Referendum. Cole and opposed the UN site. It 

(i) The dark intimations as to | was identified as one of the ads 
political machines, intimidation of |of the ‘‘anti-UN site group.” Mr. 
servants and of local merchants!|Cole also wrote the copy for most 
are just so much bunk. No in- of the other ads, as he himself 
stance has ever been brought up. told me. 
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(d) I don’t think the article 
jmplied any “class cleavage.” 

(e) If Col. Hogan was not re- 
tained to dissect the UN engineer’s 
report, why did Col. Hogan’s re- 
port deal with just that subject 
and why was it printed in an ad 
paid for by the anti-UN-site group? 
What was he retained for? 

(f{) Since the People’s Commit- 
tee would not give me any infor- 
mation on their expenditures, I 
reported the amounts rumored and 
identified them as “rumors.” They 
came from responsible sources. 

(g) Most of the literature I 
picked up in Greenwich was 
signed by the “People’s Commit- 
tee’ or individuals opposing the 
site. They are the anti group. 

(h) People with whom I talked 
showed me and told me about any- 
where from two to six pieces of 
literature opposing the site they 
had received in the mail. 

(i) 
incidents of persons who were 
pressured to oppose the UN—a 
banker, a news dealer and a serv- 
ant. 

(j) It seems to me to have 
been a light vote. The fact that 
the polling places were limited 
was due to the anti-UN-group, 
since it had a majority of the town 


representatives and the selectmen | 


I know of several verified | 


and hence could have arranged | 
polling places as it wished. The. 


people from the site area always | 


have to travel to the polls, since 


they are located on the outskirts | 


of town. 
(k) That was a typo which we 
corrected. ] 
> ¥ FF 


Matson Needs a Pair 

To the Editor: Looks as though 
Matson “missed the boat” on the 
ad pictured in April 1 issue of 
ADVERTISING AGE. 


iy . 
# 


The left wing is turned away 


from the ship and is really a 
right hand wing—what say? 
CHARLES F. AHERN, 
Advertising Manager, National 
Tag & Label Corporation, 
Cambridge, Mass. 
vvey 


You Figure the Odds 


To the Editor: The chances 
were three and a half million to 
one it wouldn’t happen, but it 
did. 

Last month, the Bear Mfz. Com- 
pany of Rock Island, Ill., maker of 
automotive safety test and correc- 
tion equipment, began an adver- 
tising campaign in The Saturday 
Evening Post based on the theme: 
“Thank your repairman for the 
accident that didn’t happen.” 

Will Damann, president of the 
Company, happened to be _ in 
Phoenix, Ariz., when the ad ap- 
peared. Hieing himself to the 
hearest newsstand, he purchased 
a copy. Lo and behold, the thing 
that drives advertising men to an 
early grave had happened. 

A broad smear of black ink 
Stretched from top to bottom of 
the ad. 

No doubt, 3,499,000 copies were 
berfect, 


that footed the bill for the ad. 


but the single smeared | 
one, in an obscure newsstand in) 
Arizona, had to land in the hands_ 
of the president of the company | 


“Thank the advertising Grem- 
lins for the accident that did hap- 
pen.” Perhaps your cash reader 
customers might be interested in 
this little true story. 

CHESTER A. RAGLAND, 

Partner, Van Auken-Ragland, 

Chicago. 

vgv¥esy 


Fast Work Gets 


Booklet Out Quickly 


To the Editor: I think you will 
be interested in looking over the 


|out of the ordinary, at least within 


our experience. The planning and 
timing, to say nothing of handling 


‘of a project like this so that there 
were no leaks, was somewhat of 
‘a feat. 


It was decided to with- 
hold all news of the program until 


‘it could be announced simulta- 
neously to all 
‘It was felt that the impact upon 
employe and dealer morale would 
'be greater if they learned about 
\it through formal announcement 
\rather than through the “grape- 


interested groups. 


attached booklet, which announces | vine.” Here’s the way the sched- 
the largest expansion program in|ule was worked out: 


Caterpillar history. 
Not only is the booklet rather 


Advance copies of the booklet 


/were brought to Peoria from Chi- 


well done, considering that it was|cago by private car early Monday 


written, laid out and produced in 
a little more than 10 days, but the 


spot news announcement is a little 


/morning, March 25. These arrived 
‘in time for distribution to factory 
use of a four-color booklet for ajand office supervisors at a series | 
of special meetings which began |latter action was that each pub-| 


that morning and continued 
throughout the day and night. On 
the same day, copies of the book- 
let, together with the letter from 
the vice-president in charge of 
sales, were mailed to all distribu- 
tors. 

On the next day, Tuesday, copies 
were handed to all employes as 
they left work. On the same day, 
the story broke in local news- 
papers and radio newscasts. Also 
on Tuesday, a follow-up on Mon- 
day’s mailing was made in the 
form of a localized story and mats 
for use by the dealer in his local 
newspapers. The next day photos 
and story were released to all gen- 
eral, agriculture, business and 
trade magazines on our regular 
list. 

Most 


interesting part of this 


a6) Sepa i 


71 


lication on the list received a 
special story slanted for its reader 
point of view instead of a general 
story which usually is released on 
a mass coverage announcement of 
this kind. 
GORDON MOonrort, 

Director of News Bureau, Cat- 

erpillar Tractor Company, 

Peoria, Ill. 


. + 3 
Liked Philosophy 

To the Editor: Your -“Creative 
Man” in the March 25 issue cer- 
tainly did a beautiful job of ex- 
pressing our philosophy in respect 
to national advertising. 

I had intended writing to you 
when I first saw the article, but it 
simply slipped my mind. 

R. F. DRAKE, 

Advertising Manager, Felt & 

Tarrant Company, Chicago. 


FACT 


I. In 1945, Dell Modern Group delivered the largest 
bonus, numerically and percentage-wise, of any 


major Women’s Group. 
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2. In February, 1946, Dell delivered the largest 
bonus in its history — 83.9%. 


3. Modern Screen is the biggest-selling Screen 
Magazine in America. In 1945—45.2% ahead of 


its nearest competitor.” 


CV 


4. In 1945, Dell Modern 


Group had the bigges: 


advertising gains in linage and percentage-wise, 
of any major Women’s Group.* 


*Figures from A.B.C. and Printers’ Ink 


DELL MODERN GROUP 


MODERN SCREEN * MODERN ROMANCES ¢ SCREEN ROMANCES , 
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Musical Summer Ahead 


for Network Listeners 


Four Networks Have 
Half Replacements 
Set, Survey Shows 


has reported around 26 programs 
changing schedules for the warm 
months. Of those 26, 12 are set 
definitely at this writing with the 
remaining 14 still in the process 
J {of making plans. According to 
New York, April 17.—Of ap-| the accompanying chart, four NBC 
proximately five dozen network |sponsors have decided to give 
programs which leave the air for! listeners music from June to Au- 
the summer months each year, | gust, including Brown & William- 
about half are already scheduled,|son Tobacco Corporation (for two 
either for definite hiatus periods programs), General Foods, S. C. 
of eight to 13 weeks or for re-| Johnson & Son and Standard 
placement shows. The trend this, Brands. 
summer, according to an early 
survey of the four networks and 


Waring for Fibber 
of the advertising agencies han-| P , 
dling the various sponsors’ One of the more interesting re- 


ac- | . > 
counts, seems to be towards light | Placements is Johnson Wax’s de- 


musical fare by leading orches-| Cision to present Fred Waring and 
tras, with second preference by his a while — 
advertisers in the comedy-variety | McGee and Molly vacation. War- 
vein. |ing will continue his five daytime 


NBC, in the last several years, | shows on NBC, two of which are 


Ee pag: ey rent 


Boy, I'd love 
a big house 
like Joe’s! 


But how 
can Julia 


ever keep it 


clean? 


YES! Men see appearances 
and women see beyond them— 
a good argument for letting them 
see your advertising to them in 


their own preferred environment— 


THE MAGAZINE WOMEN BELIEVE IN 


/plans as yet for “Life of Riley” or 


‘to replace Rudy Vallee’s Drene 


How Advertisers will Replace Shows This 


Advertising Age, April 22, 1946 


NATIONAL BROADCASTING COMPANY 


Sponsor 
American Tobacco Co. 


Program 


Bristol-Myers Co. 
Bristol-Myers Co. 


Brown & Williamson 
Tobacco Corp. 
Brown & Williamson 
Tobacco Corp. 
Brown & Williamson 
Tobacco Corp. 
General Foods Corp. 
Ss. C. Johnson & Son 


People Are 


Kraft Foods Company 


Pepsodent Company 
Procter & Gamble Co. 


Standards Brands 


Bob Hope 


Fred Allen 


Jack Benny 

Eddie Cantor 

Duffy’s Tavern , 

Red Skelton 

Penguin Room 

Burns & Allen 
Fibber McGee & Molly 
Kraft Music Hall 


Truth or Consequences 


Replacement 


Frank Morgan (for Pall 
Malls) 

MeGarry & His Mouse 

Hiatus 


Evening with Romberg 
A Life in Your Hands 
Funny Vacation with Music 
Fred Waring’s Orch. 
Edward Everett Horton 


Man Called X 
Hiatus 


Tommy Dorsey’s Orch. 


Meredith Willson & His Music 


COLUMBIA BROADCASTING SYSTEM 


The Borden Company 

Campbell Soup Company 

Emerson Drug Company Vox Pop 

International Silver 
Company 

Lever Bros. Company 


Thos. J. Lipton 
Philip Morris & Co. 


Joan Davis 


Inner 


United Drug Company 
U. S. Rubber Company 


Ginny Simms 
Request Performance 


Ozzie & Harriet 


Sanctum 
Holiday & Co. 


Durante-Moore 
Philharmonic Sym- 


Tommy 
Meet Corliss Archer 
Forever Ernest 

Silver Theater 

Hiatus 

Hiatus 

It Pays to be Ignorant 


Wayne King’s Orch. 
Hiatus 


phony Orch, 


AMERICAN BROADCASTING COMPANY 


Allis-Chalmers Mfg. Co. 
Ford Motor Company 


NOTE: Information on Mutual Broadcasting System not available at press date. 


Boston Symphony 
Sunday Evening Hour Summer Edition with Alfred 


Pop Concerts 


Drake 


Riges & Betty Lou 


Summer | 
7 
Date Agency 
June 2 Ruthrauff & Ryan 
June 26 Young & Rubicam 
June 14- 
Sept. 20 Young & Rubicam 
June 11 Russel M. Seeds Co. 
Russel M. Seeds Co, — 
Aug. 2 Russel M. Seeds Co, 
June 6 Benton & Bowles 
June 1S Needham, Louis & 
Brorby 
May 16 J. Walter Thompson 
Company .- 
June 11 Foote, Cone & Belding 
Compton Advertising 
J. Walter Thompson 
Company ’ 
May 31 Young & Rubicam 
April 28 Ward Wheelock Co, 
April 29 MeCann-Erickson, 
Ine. 
June 23- 
Aug. 235 Young & Rubicam 
May 27- 
Sept. 2 Young & Rubicam 
June 25- 
Aug. 27 Young & Rubicam 
May s+ Biow Company 
April 21 N. W. Ayer & Son 
Campbell-Ewald 
Company 
May 4 Compton Advertising ; 
June 30 Kenyon & Eckhardt 


sponsored by the American Meat 
Institute, making six broadcasts 
weekly. 

Procter & Gamble Company, 
which has made no replacement 


“Truth or Consequences,” expects 


show this summer with a variety 


show featuring Don Ameche some 
time in June. All three programs 
are NBC. P&G also has been re- 
ported buying the Sunday 10-10: 30 
p.m. spot on NBC, which General 
Electric Company is expected to 
drop for the “Hour of Charm” be- 
fore the fall. Another rumored 
change for NBC is Socony-Vacuum 


Oil Company’s plan to discontinue 
“Information Please,” substituting 
a package show with Victor Borge 


and Benny Goodman’s orchestra. © 


Compton Advertising is the 
agency. 

Other NBC sponsors undecided 
in summer plans to date are Col- 
gate-Palmolive-Peet Company for 


AN.MILWAUKEE — 
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Kay Kyser and Judy Canova; du 
pont’s “Cavalcade of America”; 
General Foods, Dinah Shore; 
Kraft’s “The Great Gildersleeve”’; 
Lever Bros. Company, Bob Burns 
and “Amos ’n’ Andy”; Lorillard 
Company, “Meet Me at Parky’s”; 
R. J. Reynolds Tobacco, “Abbott 
& Costello”; Sealtest, “Jack Haley,” 
and Standard Brands, Edgar Ber- 
gen-Charlie McCarthy. 

Nine summer replacements out 
of CBS’ usual two dozen have 
peen scheduled, with most of these 
comedy-variety or drama, and one 
musical. A new program will bow 
on CBS April 29 when Magazine 
Repeating Razor Company, for 
Schick razors, takes over the Mon- 
day 10:30-11 p.m. period, here- 
tofore filled with a sustainer. The 
Biow Company is the agency. 


7 Changes on ABC 


CBS sponsors not set on plans 
are: Campbell Soup, “The Jack 
Carson Show”; Chrysler Corpora- 
tion, expected to replace Andre 
Kostelanetz with a summer 
musical; Colgate-Palmolive-Peet’s 
“Theater of Romance’; Cresta 
Blanca, “This is My Best”; Elec- 
tric Auto-Lite Company, ‘The 
Dick Haymes Show”; Ford Motor, 
“Bob Crosby Show”; General 
Foods, “Kate Smith Sings,” “Baby 
Snooks Show,” and “The Adven- 
tures of the Thin Man’; Lever’s 
‘Tux Radio Theater’; P. Lorillard 
“Frank Sinatra Show”; Noxzema 
Chemical, “Mayor of the Town,” 
and Pabst Sales, “Danny Kaye 


| Show.” 


Of American Broadcasting Com- 
pany’s seven possible summer 
changes, only two are set, both 


' being musical shows for Allis- 


Chalmers and Ford Motor Com- 
pany. U. S. Steel, which presents 


the Theater Guild show on ABC, 
is reported preparing a summer 
' dramatic series, and also is ru- 
-_ mored to be interested in the 5-6 


p.m. Sunday time on NBC if Gen- 


- eral Motors Corporation drops the 
_ NBC Symphony hour. 


Bristol-Myers may continue 
Alan Young on ABC all summer, 
and Andrew Jergens Company 
probably will follow its policy of 


_ substituting guest commentators 


for Walter Winchell during the 


_ mid-summer months. Larus & Bro. 


Company has made no decision 
on Guy Lombardo’s program, and 
Philco Corporation has not yet 
announced plans for “The Hall of 
Fame.” 


MBS Changes Uncertain 


Mutual Broadcasting System ex- 
pects a number of changes this 


' summer, but to date has no defi- 


nite replacements scheduled for 
programs, going off the air for the 
warm weather. Carey Salt Mfg. 
Company, Chicago, and D. L. & W. 
Coal Company, co-sponsors of 
“The Shadow,” will discontinue 
the mystery series for the summer 
on June 2, and Revere Copper & 
Brass Company, New York, will 
drop “Exploring the Unknown” on 
June 30, but the show will con- 
tinue sustaining for nine weeks. 
Helbros Watch Company, New 
York, expects to replace “Quick 
as a Flash” in June, probably pre- 
senting the “Abbott Mysteries” it 
used last summer. Conti Products, 
New York, plans to replace the 
“Treasury Hour of Song” with a 
musical, “Starlight Serenade.” 
Petri Wine Company, New York, 


“VE GOT JUST 
ONE AIM (WN LIFE” 


~/... to show you how 
advertising pays in 
WESTWAYS, the 
only All-Southwestern 
travel magazine. Let 


takes “Sherlock Holmes’” off for 
the summer, and with its agency, 
Young & Rubicam, is planning a 
replacement show. Wander Com- 
pany, Chicago, for Ovaltine, will 
take a hiatus for “Captain Mid- 
night.” 

Dick Powell’s “Rogue Gallery” 
program is reported to be going off 
Mutual this summer, with its 
sponsor, F. W. Fitch Company, in- 
terested in moving the show over 
to NBC as a summer replacement 
for the Fitch Sunday program on 
that network, starring Cass Daley. 
Serutan Company, New York, 
through Roy S. Durstine, Inc., is 
looking for a new quarter-hour 
five times weekly series to start on 
Mutual this summer, at the same 
time planning to drop A. L. Alex- 
ander’s program, which may con- 
tinue sustaining. 


Sales Must Jump 
50%, Flack Tells 
Syracuse Admen 


Syracuse, April 17.—The aver- 
age company will have to increase 
its sales 50% over the top peace- 
time year in history to hit a $140 
billion national income level, Gene 
Flack, advertising and trade rela- 
tions counsel of Sunshine Biscuits, 
Inc., told the Advertising Club of 
Syracuse, last week. 

If the nation is to maintain 53.5 
million jobs and the national in- 
come is to be kept above the $140 
billion mark, “we have got to sell 
the entire output of American pro- 
duction. . . America never sold all 
of its peacetime production and 


the national capacity to produce 
is now 45% greater than in prewar 
years,” Mr. Flack said. 

“The closest the country ever 
came to an income of $140 billion 
was in 1940, when it reached $97 
billion,” Mr. Flack reminded the 
group, and predicted from these 
figures that a 50% increase in sales 
would be necessary; and that the 
bulk of this sales job would fall 
to advertising and promotion men. 


Buys Stitching Division 

Acme Steel Company, Chicago, 
has purchased the entire Morri- 
son stitching division from Harris- 
Seybold-Potter Company, Cleve- 
land and Dayton. The Morrison 
line will be used to supplement 
and increase present business of 
Acme’s stitching wire and ma- 
chine division. 
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‘Railway Supply News’ 
Changes Name, Expands 


Railway Supply News has 
changed its name to Transporta- 
tion Supply News, effective with 
the April issue. 

Circulation and editorial cover- 
age will be expanded to include 
all phases of local and interstate 
transportation, including buses, 
trucks, airlines, steamship and 
barge lines, and street railways. 
Advertising rates remain the same. 


Reynolds Appoints Dunn 
Donald G. Dunn, former head 
of direct mail advertising and sales 
Promotion and advertising, Rey- 
nolds Metals Company, Louisville, 
has been appointed assistant sales 
manager of the company’s alumi- 
num sales division, according to 
David P. Reynolds, vice-president. 
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- Street Journal. That’s why this national daily is ‘‘must’’ reading for busi- 
need to be fully; accurately and quickly informed. 


DON G. MITCHELL, Executive Vice President, Sylvania Electric Products Inc. 


ciates, have found The Wall Street Journal the publication 
that serves our interests to the best advantage. We look to 
the Journal to keep us completely informed daily of the 
changes affecting the business world.” 
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Admen>x the 
Armed Forces 


Hulbert Taft Jr. (AAF) has re-| 
turned to WKRC, Cincinnati, as| 
managing director of radio. 

William T. Davies (AAF) has) 
been named assistant to the gen-| 
eral manager of WGL, Fort Wayne, | 
Ind., and the broadcast division of | 
Farnsworth Television & Radio| 
Corporation. 

John Gillingham (AAF) has 
joined the copy staff of Garfield 
& Guild, San Francisco. 

Peter Graef (Army) has been 
named to head the type styling de- 
partment of Recorder Printing and 
Publishing Company-Sunset Press, 
San Francisco. 

Karl Bishopric Jr. has joined 
Houck & Co., Roanoke and Rich- 
mond, Va. 

James E. Whitaker (Army) has! 
been appointed export sales man- 
ager of the Brunswick-Balke-Col- 
lender Company, Chicago. 

Virginia Rogers (Waves) has 


joined the public relations depart- 


|\the Boston News Bureau. 


ment of WGN, Chicago. 

Samuel G. Muffoletto (AAF) has | 
been named art director of the| 
Buffalo office of Ellis Advertising 
Company. 

Al E. Jensen (AAF) has re- 
turned to Falstaff Brewing Corpo- | 
ration, St. Louis, Mo., as adver- 
tising manager. 

B. P. Spann (Navy) has re- 
joined Gardner-Denver Company, 
Quincy, Il. 


Returns to Campbell-Ewald 


Capt. Kenneth Young (AAF) 
has returned to Campbell-Ewald 
/Company, New York, as account 


executive and assistant to the. 
president. 
Roger Danaher (Army) has)! 


joined the copy-contact depart- 
ment of Julius J. Rowen Company, 
new New York agency composed 
mostly of veterans. 

Capt. Sumner S. Wilson has re-| 
turned to his post in the publicity | 


|department of Kudner Agency, | 


New York. 

Lt. Comdr. C. J. Woodhouse has 
resumed his duties as commercial | 
manager of WDNC, Durham, N. C. 

Donald Watt Gardner has been 
appointed advertising manager of 


|Charles Daniel Frey Advertising 


Daniel J. Killfoile has joined the! Agency, Chicago. 
sales staff of Alloy Steel Products John Derr (Army) has been ap- 
Company, Linden, N. J. pointed managing editor of Crock- 
ery and Glass Journal, published 
Joins Goldman & Gross by Haire Publications, New York. 
Capt. J. B. Courshon Jr. (AAF) | 


has been added to the research 
department of Goldman & Gross,| Edward J. Dudley (Army) has 
Chicago. | been named public relations rep- 
Allen Sommers (Marine) and| resentative of the American Loco- 
Bernard Barol (Marine) have} motive Company, Schenectady, 
joined the Philadelphia staff of| N. Y. 
Abner J. Gelula & Associates. Alfred Barnes Jr. (AAF) has 
Mead Irwin has joined the east-| joined the staff of Curt Freiberger 
ern sales staff of Mill & Factory,| Advertising Company, Denver. 
published by the Conover - Mast | Wilfred N. McKinney (Army) 
Corporation, New York. | has acquired control of KELD, El 
John G. Willcox (Army) has| Dorado, Ark., with the transfer of 
joined the Chicago office of Mc-| 55 shares of stock in Radio Enter- 
Graw-Hill Publishing Company. prises to him by Col. T. H. Barton 
Charles E. Jones (Marine) hasj| for $55,000. 
joined the media staff of the retail Robert M. Dunn (Navy) has re- 
division of Montgomery Ward &| turned to his former post as ad- 


Names Dudley 


Co., Chicago. vertising manager of the Ansco 
Ralph W. Nicholson (Marine) | division of General Aniline & 
and A. Frank Backinger (Army) Binghamton, 


Film Corporation, 
have joined the creative staff of! N. Y 
Fuller & Smith & Ross, New York. | 

Lawrence Lewton (Army) has 
been named art director of Searcy 
Advertising Agency, Portland. 

Lt. Jack E. Dawson has been 
added to the layout staff of 


Capt. Ezra Millstein (Army), 
has joined Ben Sackheim, Inc., 
New York, as account executive. 

Edward F. McDougal (Navy) 
has rejoined the U. S. Treasury 
Department’s savings bonds divi- 
sion for New York as director of 


COLOR 


) 


This new popular magazine section 
the right note to hit in Columbus 


is 


if 


you want to sing a song of sure-fire sales in the HI-spot of oHIo. 


It doesn’t run up and down the seale of events in distant lands for feature 
stuff. Readers, instead, applaud the story of harmony on the home front, 
as vocalized by the local chapter of ‘The Society for the Preservation of 
Barber Shop Quartet Singing in America, Inc.” 


KNOWS COLUMBUS... AND VICE VERSA 
A Johnny 


makes any feature story sure 
fire. 
leader and popular showman, 
still’ rabid 


readership surveys of both 


No rotogravure or magazine schedule is complete 
without the Columbus Sunday Dispatch Magazine. 


Jones by- line 


Former O. S. U. cheer- “Red” 


fan and a 


sports’ new high for local color 
man about town, his daily that makes Dispatch  sub- 
column constantly tops all seribers ready to read and 


Represented Nationally by O’MARA & ORMSBEE, Ine. 
New York, Chicago, Detroit, Los Angeles, San Francisco 


local and national writers. 
Johnny Jones’ 


monizer pictured above, hit 


eager to buy. 


story on 
Anderson, local har- 
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the Office of Public Information. 
He will direct press, radio, and ad- 
vertising activities in New York 
state. 

Wayne Varnum (Navy) has re- 
joined Columbia Recording Cor- 
poration, Bridgeport, Conn., as 
head of the new publicity depart- 
ment in New York. 

James P. Carroll (Army) has 
rejoined the public relations divi- 
sion of Doremus & Co., New York 
advertising agency. 

Roger N. Hutchinson Jr. 
(Army) has joined Needham & 
Grohmann, Inc., New York, as as- 
sistant space buyer. 

Bernard E. Schiffman (Army), 
who headed his own company in 
New York before entering service, 
has re-entered the public relations 
field with the reorganized firm of 
Marshall - Kurtis - Schiffman, New 
York. 

Capt. Edward L. Bimberg 
(Army) has joined Timely Asso- 
ciates, Advertising, New York, as 
copy chief. 

Harold Henderson (Army) has 
returned to the Detroit sales office 
of the Formica Insulation Com- 
pany, Cincinnati manufacturer of 
laminated plastics. 

Richard W. Kinney (Army) has 
joined the staff of Ed Wolff & As- 
sociates, Rochester, N. Y., to be in 
charge of sales promotion, cata- 
logue and direct mail. Richard O. 
Byers (Navy), Fred E. Weider 
(Army) and Robert L. Criddle 
(Army) have been added to the 
agency’s art department. 

Lt. Comdr. James T. Kelley has 
been named account executive of 
Earle Ludgin & Co., Chicago. B. D. 
Fisher (Navy) has joined the 
agency as copywriter and Kenneth 
Mason (Army) has joined the 
market research staff. 

Richard Allphin (AAF), John 
Ashford (AAF) and Kenneth 
Cottrell have returned to the San 
Francisco Examiner to be on the 
local display sales staff. 


15 Back at Y&R 


Fifteen ex-servicemen who have 
rejoined the staff of Young & 
Rubicam, New York, are: A. 
Gardiner Layng (Army), account 
executive; Thomas A. Reynolds 
(Navy) and Hueston W. Pittenger 
(Army), copywriters; Warren 
Gerz (Navy), radio publicity de- 
partment; Winton R. Smith 
(AAF), assistant space buyer; 
Robert T. Stewart (Marine), out- 
door checker; George T. Sewell 
(Navy) and Joseph R. Harmon 
(AAF), research department; 
James W. Spalding (Army) and 
David J. Salembier (Army), traffic 
department; Robert McDonnell 
(AAF) and Harry M. Zepp Jr. 
(Army), art department; John E. 
Kucers (Army), international di- 
vision; Eugene R. Vytiien (Navy), 
checking department, and Tom 
Wright (Army), in the Hollywood 
office. 

Lt. Brevoort Walden (USNR) 
and Capt. Beverly Hancock (AAF) 
have rejoined Platt-Forbes, New 
York, as account executive and art 
director, respectively. Others re- 
joining the New York staff are: 
George Kraus (AAF), assistant 
account executive; James Brown 
(Army), assistant account execu- 
tive, and Daniel Scarpone, pro- 
duction department. 


Issues Film List 

Young American Films, Inc, 
New York, has issued a new list 
of children’s movie and slide films 
which it has available, along with 
a list of distributors in the various 
states. 
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Does Mandel Tell 


Goldblatt? Not 
About Trucks 


Chicago, April 16.—One of those 
contretemps which fascinates ad- 
men occurred here this week as 
Mandel Bros. and Goldblatt Bros., 
two of State 


Street’s largest Goccnae 
department nen RC TEERS 
stores, un- FLASH!... 


corked similar Ye. Goldblatt Brothers Always 


P : Offers “More For Your Money 
advertising NEW STUDEBAKER 
for the same 


2: Ton Heavy Duty 


produc t— 
Studebaker ee 


trucks pur- 
chased from 
the Army, in 
the same space 
— full pages, age cheamet Gutcery Ito 8 Wests 
in the same [=------.--—/ 
newspaper s, 
same price! 

Goldblatt’s trucks sold for $2,890, 
Mandel’s sold for $2,795. When 


N $ 


ony 43 DOWN 


: Up to 24 months te pay 


the discrepancy was discovered, 
Goldblatt’s shifted to competitive 


copy. “Flash!” its new ad an- 
nounced, “New Studebaker trucks 

- not $2,900 .. . not $2,890... 
not $2,795 . .. but $2,750.” 


Defend Sales Policy 


The trucks are new, part of the 
War Assets Corporation’s holdings, 
and are being sold direct to de- 
partment stores, not to dealers. 
This policy brought screams in 
Congress, where Rep. John Taber, 
New York Republican, urged an 
investigation of WAC’s selling to 
stores instead of to veterans or to 
established truck outlets. Gimbel 
Bros., whose original advertising 
in New York touched off the ex- 
plosion, said in its defense that 
assembly and shipping of trucks 
made direct sales impractical, that 
the price was $100 under OPA 
ceiling, and that the gross markup 
was only 9%. Gimbel trucks sold 
at $2,900, $966.66 down, 18 months 
to pay. 

In Chicago, veterans were given 
preference in buying the trucks, 


eee. 


MADE FOR THE 


UCKS fice 


pay OMLY 


DOUBLE TRUCK—Two Chicago department stores sold similar items, but not 
at similar prices. The trucks are new, part of the War Assets Corp.'s stock, and 
precipitated some brisk price-cutting. 


and dealers were specifically ex- 
cluded. One-third down payment 
was required, and the department 
stores gave buyers 24 months to 


PAC te 


/ ~~ | HERE IS A QUALITY COMMON wo the creations 
( of all great artists, writers, musicians, poets, painters. All 
men feel it, even though they may fail to define it. We call 

» it mastery, but it is infinitely more than that. To have it 


as to bring many things into subjection, colors, words, tones — and ideas. 


§] Of course it implies skill, patience and a strong persistent striving after 


perfection. It is not necessarily a product of formal education, it is more 


likely to be an expression of the spirit. Even the art of reproduction can be 


animated by it. Great posters are not necessarily great paintings, but why 


shouldn't they be? More people see them in the painter's lifetime than see all 


the paintings in the Louvre or the great galleries of the world! There are no 


laws against poster beauty that tells a sales story. McCandlish reputation for 


faithful reproduction suggests no limitation when beauty seeks reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


complete payments. Both Mandel 
Bros. and Goldblatt’s indicated 
that if more trucks were available, 
they would be glad to sell them. 
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College Inn Buys 
Michigan Plant 


Growing demand for its Tomato 
Juice Cocktail product have neces- 
sitated the purchase of a plant be- 
longing to the Michigan Food 
Products Company at Dundee, 
Mich., officials of the College Inn 
Food Products Company said to- 
day. Additional equipment will 
be installed to obtain the greatest 
possible production. The plant will 
also be remodeled and enlarged. 

The company’s 1946 budget calls 
for a year-round advertising pro- 
gram starting in September that 
will be by far the largest in the 
company’s history. 


Paris & Peart Offers 
Training Aid Service 


Paris & Peart, New York agency, 
has organized a department to 
produce sales and personnel train- 
ing aids under supervision of 
William Zerweck, service super- 
visor. 

Productions, in _ collaboration 
with outside studios, will cover all 
phases of retail merchandising and 
advertising. 


... and We're Swinging with “Queen for a Day”! 
22,000 Kansas Citians Saw Her April 11-12th. 


Last month gave another demonstration of 
WHB’s terriffic pulling power, when “Queen 
for a Day” visited Kansas City. All 22,000 
“studio audience” tickets were requested by 
mail from listeners eight days in advance of the 
Queen’s appearance—as a result of only thir- 
teen announcements offering admission. The 
“studio” was the Arena of Municipal Audi- 
torium ... biggest hall in Kansas City... and 
it was jam-packed from rafters to footlights 
with 11,000 spectators at each performance. 
Back in 1937, WHB celebrated its 15th 
Anniversary by staging a “Birthday Party” in 
this same Arena. The record of those days 
still stands: WHB is the only radio station ever 
to fill that immense auditorium with spectators 
for a strictly local radio show! It was a show by 
local WHB talent, prenmee exclusively over 
show prestige, no news- 


WHB (no networ 


3 


= g> a 
=— 


fem 
oo” KG eso 


paper ads, no newspaper publicity). WHB did the job alone! That same 
3 audience-building “punch” is still effective at WHB 


Chicago, soi 


New Ves So 18_. 
San Francisco, 4. 


Los Angeles, 13____ 
Kansas City, 6______ 


KEY STATION for the KANSAS STATE NETWORK 


—ready to go to work selling your goods or services! 
For WHB Availabilities, ‘phone DON DAVIS at any 


ADAM YOUNG office: 


....-..11 West 42nd St._______. LOngacre 3-1926 
_..55 East Washington St....____- ANDover 5448 
saad 627 Mills Building ____.____.__ SUtter 1393 
eusanata 448 South Hill St..._____.. Michigan 0921 
awensnedl Scarritt Building............HArrison 1161 
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WHB 3 Station 


Station 


Station Station — Station 


WEEKDAYS A. M. 
MON. THRU FRI. 
8 A.M.-—12 Noon 


25.5 | 24.7 


14.8 


20.3 | 7.3 | 5.7 


WEEKDAYS P.M_ 
MON, THRU: FRI. 
12: Hoon—6 P.M. 


17.1 | 22.4 


25.6 


15.3 | 16.1 


SUNDAY 
AFTERNOON 
12: Noon—6 P.M. 


24.5 | 29.1 


25.2 


9.1 | 10.6 


25.0 


31.7 


DAYTIME 
8AM. 6 P.M. 


‘15.5 


5.6 


18.3 | 
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Opinion Divided 
on Nielsen Offer 
to CAB Board 


(Continued from Page 1) 


casting System—the only governor 
member of the three-man commit- 
tee which recently recommended 
that CAB drop its rating business 
—said that he favored “one tele- 
phone survey and one recorder 
survey.” 

Frank Stanton, CBS, was in- 
clined to “look with favor on the 
Nielsen proposal.” The Nielsen 
recorder method, he believed, is 
“more accurate, more adequate 
and more definitive.” CBS, he 
said, was the “first to use the re- 
corder.” 

George H. Gallup, Young & 
Rubicam, explained that he had 
not seen the Nielsen proposal, but 
that “if it can give a rating serv- 
ice within 10 days of broadcast, 
based on a national sample of 
2,000 homes, at the present cost 
of CAB, I think the members 
would be interested in it.” The 
offer. “has definite possibilities,” 
Dr. Gallup said, “but I still think 
that CAB could do the job.” Niel- 


sen, he asserted, has not yet 
solved the problem of “who 
listens.” 


A. K. Spencer, J. Walter 'Thomp- 
son Company, would not comment 
until he had a chance to study the 
report. L. D. H. Weld, McCann- 
Erickson, is ill. 

The four advertiser governors— 
Robert B. Brown, Bristol-Myers; 
Joseph D. Bohan, Steriing Drug; 
W. C. Connolly, S. C. Johnson & 
Son, and D. P. Smelser, Procter & 
Gamble—and two other broad- 
caster governors—Frank E. Mullen 
of NBC and Mark Woods, ABC— 
could not be reached for comment. 

Bernard C. Duffy, president of 
BBDO and chairman of the CAB, 
said that the desired type of rat- 
ings could be obtained within CAB 
if the service is continued and ex- 
panded in line with the report. 
The CAB board, he explained, de- 
cided last December to employ 
nationally recognized authorities 
to evaluate technical and statistical 
procedures to “render the _ best 
rating service possible.” 

If the members decide to con- 
tinue CAB as a rating service, it 
is reported, the four coast to 
coast networks definitely will pull 
out of it. 

The CAB today issued a state- 
ment saying that “national adver- 
tisers who attended a radio group 
discussion at the ANA convention 
this week gave reasons for wish- 
ing continuance of the CAB pro- 
gram rating service and at the 
same time spoke in favor of the 
technical objectives” set forth by 
the special committee. 

One member, unidentified, was 
quoted as saying—‘‘We believe 
that the ANA should take positive 
action to see to it’ that the scope 
of all present rating services be 
broadened and made more repre- 
sentative of the total radio listener- 
ship. 


Encourages Nielsen? 


In its full report, released to 
the 173 members of Cooperative 
Analysis of Broadcasting this 
week, the “live-or-die’”’ committee 
composed of Robert F. Elder, 
Thomas D’A. Brophy and Edgar 
Kobak, gave some encouragement 
to the Nielsen offer. 

Urging utilization of “the full 
resources of present-day tech- 
niques,” the committee said that 
“perhaps developments in the re- 
Corder field may ultimately lead 
to the whole answer found in that 
direction. . . 

“The desired ends of speed, effi- 
ciency and economy may require 
a combination of existing meth- 
ods. . . We can visualize, for in- 


stance, a possible combination of 
a telephone coincidental service 
(for speed) with a nationwide re- 
corder service (for broad cover- 
age), with the development of 
some simple formula for relating 
one to the other. We can equally 
well visualize a system involving 
telephone coincidentals supple- 
mented by periodic surveys among 
non-telephone families and rural 
and small town families by means 
of door-to-door coincidentals or 
program rosters or diaries. . . 


Discusses BMB Functions 


“The kind of CAB we visualize” 
{if, as recommended by the com- 
mittee, it retires from the program 
rating service] “might well come 
to concern itself with other phases 
of radio research, such as the im- 
pact of commercials, sales effec- 
tiveness, and other topics of mu- 
tual interest to advertisers, agen- 
cies and networks.” 

Drawing a distinction between 
the proposed broader research and 
standards-setting work of the CAB 
and the functions of the Broadcast 


Measurement Bureau, the com- 
mittee regarded BMB as “re- 
sponsible for the kind of measure- 
ments that define and describe 
radio as a medium, such as total 
number of radio homes, sets in 
use, total audiences reached by 
networks and individual stations, 
etc. Such measurements are prop- 
erly controlled and entirely paid 
for by broadcasters, with the ‘ad- 
vice and consent’ of advertisers 
and agencies. 

“The CAB’s function, as we see 
it, may be equally broadly de- 
scribed as ‘to see that there exist 
the data necessary for advertisers 
and agencies to evaluate the effi- 
ciency with which they are utiliz- 
ing the potentialities they buy 
from broadcasters.’ This function 
should be primarily controlled by 
advertisers and agencies, with rep- 
resentation and contribution by 
stations and networks to the ex- 
tent that they are producers of 
programs. 

“Close liaison and cooperation 
between CAB and BMB is highly 
desirable in the interests of effi- 


| private 


ciency and economy.” 

Meanwhile, Isaac W. Digges, 
legal counsel to the CAB, pointed 
out that the CAB has the “right 
to enter into contracts with pri- 
vate research organizations to 
‘validate’ their results and meth- 
ods, but cooperation by them in 
making such a contract must be 
entirely voluntary.” 

Mr. Digges drew a distinction 
between a non-profit, cooperative 
organization, such as CAB, which 
“begins and ends with furnishing 
true facts to its subscribing mem- 
bers,” and private research or- 
ganizations which “exist for profit.” 

“No matter how honestly the 
private organization is run,” he 
asserted, “there is an -undiscern- 
ible urge to make its service and 
its results look better than those 
of the CAB.” 

Once the CAB “had limited the 
scope of its operations to ‘validat- 
ing,’ the urge to cooperate, among 
researchers, might be 
greatly lessened.” CAB then 
“would be powerless in a legal 
sense to do more than use argu- 
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ment and persuasion,” he said. 

If, after having dropped out of 
rating work, CAB should seek to 
return to it, Mr. Digges explained, 
“CAB would then find itself in 
the position of actively seeking to 
take customers away from exist- 
ing enterprises. It would, in effect, 
be a combination of the principal 
networks, advertisers and agen- 
cies. .. In such eventuality CAB, 
its officers and directors, would be 
made the subject of legal action 
for restraining trade. . .” 


Harper Issues Report 


Marion Harper Jr., vice-presi- 
dent in charge of research of Mc- 
Cann-Erickson, issued this week 
a 5l-page “Memorandum Re: CAB 
and Hooper,” an investigation of 
the coincidental telephone inter- 
viewing method, prepared by Dr. 
Hans Zeisel of McCann-Erickson’s | 
central research staff. 

On the basis of 2,000 experi- 
mental interviews—1,000 each in 
New York and Chicago—which 
brought ratings somewhat higher 
than Hooper and_ considerably 


epeed | 
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higher than CAB, Dr. Zeisel made 
10 recommendations: 

“1, If the ‘you’ asked has not 
been listening, the interviewer is 
to ask: ‘Is somebody else in your 
home listening to the radio just 
now—maybe on a second radio?’ 

“2. Experiments are to be con- 
ducted to determine the proper 
number of telephone rings the in- 
terviewer has to wait until he may 
consider the home is ‘not listening 
to the radio.’ (Hooper interview- 
ers stop at six, CAB at four rings.) 


‘Determined Probing’ 


“3. By determined probing of 
those listeners who do not identify 
program or station during the rou- 
tine interview, one should be able 
to judge as to whether their listen- 
ing schedule differs sufficiently 
from those who do identify the 
program. 

“4. Experiments are to be con- 
ducted, through immediate recall 
interviews, to determine into what 
category the homes whose tele- 
phone was busy would have fallen 
into if contact had been estab- 
lished. (Seventy-two per cent of 


all residential phones are on party | 


lines.) 

“5. The validity of the methods 
of estimating 10:30 p.m. program 
ratings is to be investigated by... 
obtaining enough Eastern time 
zone coincidental ratings so that 
one may see whether they can be 
predicted accurately. 

“6. The coverage area on 
which the computation of a pro- 
gram rating is based must not be 
derived from a self-styled defini- 
tion of coverage, but should be de- 


termined in cooperation with 
BMB... 
“7. Determine the adequacy of 


a sample taken in any one city by 
comparing the results from sev- 
eral sub-samples taken under iden- 
tical conditions. 


Hooper to Answer 


“8. Determine for several pro- 
grams the variations in results be- 


tween cities, by interviewing in 
several cities on a_ conclusive 
basis. 


“9. Determine whether the CAB 
sample (81 cities) is representa- |b 


| 


binations in those cities which are 
not covered by all four networks.” 
(Hooper covers 32 four-network 
cities. ) 

“10. Investigate the representa- 
tiveness of random sampling of 
telephone homes, by determining 
the validity of using telephone 
homes to represent all homes.” 

C. E. Hooper said that “the 
Zeisel report and its summary con- 
tains experimental results and ob- 
servations borne out, except in 
insignificant elements, by our own 
work -with the telephone coinci- 
dental method. Further clarifica- 
tion is called for, however... on 
such questions as the practical de- 
sirability of altering present pro- 
cedure in handling ‘busys,’ ‘don’t 
knows,’ telephone rings, and par- 
ticularly ‘other persons listening.’ 
These subjects we will treat in 
detail in a communication to our 
subscribers, correcting statements 
appearing in the report which are 
at odds with the facts, introducing 
our own experimental findings . 
goes toe new problems created 

some of the recommendations 


tive of the various network com- Lietoodiaael by Dr. Zeisel as solu- 


tions to old... 

“Our recent announcements of 
a plan to produce national (pro- 
jectable) ratings (AA, Feb. 4),” 
Mr. Hooper said, will be “further 
clarified’”’ at subscriber meetings 
soon. 


Nabs Hellicopter 


United Hellicopters, Berkeley, 
Cal., headed by Stanley Hiller, in- 
ventor of the type used exten- 
sively by the Army, has named 
West - Marquis, San Francisco, to 
handle marketing and public re- 
lations. Present activities are con- 
fined to promotional publicity, and 
campaign plans are about a year 
away, when production gets under 
way. A brochure on the United 
“Commuter” model is being dis- 
tributed. 


Expanding Account 

Leon Livingston Advertising 
Agency, San Francisco, will handle 
business paper advertising and pro- 
motion for Joshua Hendy Iron 


-| Works, Sunnyvale, Cal. Previously 


the agency handled only general 
magazine and newspaper adver- 
tising for Hendy. 
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Nielsen Barrage 
Asks CAB Board 
fo Endorse Index 


(Continued from Page 1) 
dex on “an especially favorable” 
financial basis. 

3. Conditionally promised ac- 
celerated development of the NRI 
to include expansion to full na- 
tional coverage; increased sample; 
faster deliveries; and 52 weekly 
reports each year (if desired by 
the industry). 

4. Served notice that “in any 
event” Nielsen would pursue a 
vigorous expansion program to 
achieve “ideal” radio research. 

5. Invited the CAB governors 
to a “thorough and unrestricted” 
inspection of operations in the 
Nielsen building in Chicago. 


Mails to 11,000 


Leaving no stones unturned, the 
Nielsen organization mailed fac- 
similes of the letter to 11,000 ad- 
vertising and radio executives, to- 
gether with a 64-page booklet, 
“New Facts About Radio Re- 
search,” which included Mr. Niel- 
sen’s barbed attack on the CAB 
and Hooper services, delivered be- 
fore the Radio Executives Club of 
New York (AA, April 1). 

Discontinuance of CAB’s ratings 
and endorsement of NRI would, 
Mr. Nielsen wrote: 

1. Give the industry the “ideal 
radio research service” promptly. 

2. Reduce “wasteful duplica- 
tion.” 

3. Relieve the CAB board of 
“serious” budget, financing, oper- 
ating and technical problems in- 
herent in expanding and refining 
the present CAB service. 

4. Give CAB member-subscrib- 
ers improved service on a “favor- 
able financial basis.” 

The booklet repeated Mr. Niel- 
sen’s New York presentation (AA, 
April 1), and listed 11 “miscon- 
ceptions or errors” about radio re- 
search, largely statistical compari- 
sons between sampling techniques 
of CAB, Hooper and Nielsen. 

Mr. Nielsen told ADVERTISING 
AcE that his firm cannot yet pre- 
dict precisely how much support 
from CAB would reduce the $20,- 
000 minimum annual cost of his 
radio index. “The favorable fi- 
nancial basis,” he said, “might in- 
clude a cost reduction, or a re- 
duction in the length of the com- 
mitment, or both. The amount 
would depend on the volume of 
the business attained and the ex- 
tent of help given by the CAB 
governors.” 

In any event, he emphasized, 
the new basis should not be un- 
fair to present Nielsen clients. 


‘CHICAGO TRIBUNE’ BUYS 
NIELSEN RADIO INDEX 

Chicago, April 16.—The Chicago 
Tribune has purchased the Nielsen 
Radio Index for use both by the 
newspaper and its subsidiary radio 
interests, Chesser M. Campbell, 
advertising manager, announced 
today. 

Mr. Campbell pointed out that 
the Tribune has invested thou- 
sands of dollars in radio research 
to keep abreast of the medium’s 
development, but that previously 
available analyses had not given 
“an entirely adequate picture” of 
territory contiguous to metro- 
politan Chicago. 

Mr. Campbell, who also super- 
vises WGN and other radio inter- 
ests, said that the radio index 
would be particularly useful to 
WGN in programming and in pro- 
viding data for competitive selling. 


Changes Offices 


The Chicago office of E. W. Wil- 
liams Publications has been moved 
from 612 N. Michigan Ave., to 
Suite 1135, 53 W. Jackson Blvd. 
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CED Policy Report 
Asks Price Control 
‘til June 1, 1947 


‘Bold Decontrol'’ and 
Streamlined OPA 
Urged in Change 


New York, April 18.—The Com- 
mittee for Economic Development, 
in a policy statement by its re- 
search committee to be released 
over the weekend, will call for an 
extension of price control for an- 
other year, while emphasizing the 
need for reform in the “unwieldy 
and often unfair’ OPA policies. 
However, the statement to be 
made public by Paul G. Hoffman, 
CED chairman, also stresses that 
abandonment of price control 
would “leave us unprotected 
against a dangerous rise in prices.” 

CED, an organization of business 
men formed to foster voluntary 
planning for postwar transition, 
thus continues its advocacy of 
policies at marked variance with 
those of the National Association 
of Manufacturers (AA, March 4). 


Asks Orderly Decontrol 


The statement stresses four con- 
clusions: 

“1. Price control has no per- 
manent place in the peacetime 
American economy. The restora- 
tion of an economy of free prices 
in the near future must be a pri- 
mary objective. Long continued 
price control is a threat to all our 
freedoms. 

“2. The abandonment of price 
control on June 30, 1946, would, 
we have reluctantly concluded, 
leave us unprotected against a 
dangerous rise in prices. 

“3. A quick and orderly ter- 
mination of price control can only 
be assured by a positive program 
embracing both bold measures of 
decontrol and courageous fiscal 
and monetary policies to combat 
inflation. 

“4. During the limited period 
of its extension, the inequities and 
obstacles to production which re- 
sult from price control must be 
reduced by streamlining present 
procedures and liberalizing exist- 
ing standards.” 


Suggest Speedy Action 


The report lists four recommen- 
dations for “changes needed so 
that we can live with price con- 
trol for a limited period”: 

“1. Follow a resolute and af- 
firmative policy in progressively 
suspending price ceilings. Remove 
controls first from those commodi- 
ties which are not essential in the 
basic standard of living or critical 
in reconversion or which show an 
approximate balance between de- 
mand and supply.” 

This recommendation will, CED 
says, result in narrowing the field 
in which it operates and “permit 
the OPA to concentrate on doing 
a quicker and better job in the 
critical areas.””’ When price con- 
trol ends, the policy statement 
says, there will be some price in- 
creases. If OPA inaugurates in- 
creases while price control is in 
effect, it will help to cushion the 
“jolt of the tinal termination of 
controls.” 

“The principle of vigorous, 
progressive legislation would ap- 
ply to cost-of-living subsidies as 
well as to price ceilings,” the state- 
ment emphasizes. These subsidies 
are “large in total volume; their 
inflationary effect is serious. We 
must get rid of them as rapidly 
as possible.” 

“2. Ezatend the use of automatic 
pricing procedures, under which 
producers compute their own ceil- 
ings, subject to OPA review.” 

CED says that establishment of 


ceiling prices would be speeded 
and simplified by this procedure, 
but emphasizes that in many cases 
self-pricing procedures cannot be 
applied. In some cases, company- 
by-company price adjustments 
should be furthered wherever pos- 
sible, it says, and urges the ex- 
tension of automatic pricing 
wherever feasible. 

“3. Base price determinations 
on the actual record of industry 
operations, adjusted for definite 
abnormalities visible in the rec- 
ord but without attempting to 
forecast the future development 
of costs and revenues.” 

Executive Order 9697 gives the 
Price Administrator the task of 
forecasting all cost factors a year 
ahead. This the report calls ‘an 
impossible task.” Instead it recom- 
mends basing prices on “past 
periods of normal operation.” 

“4. Liberalize the standards for 
price relief.” 

The base period 1936-39 ordi- 
narily used by OPA includes two 
depressed years, CED points out, 
and corporation taxes are now 
much higher than during the base 
period. The result is that present 
OPA standards “may force many 
industries down to profit levels 
which are unfairly low and which 
will not provide adequate in- 
centive to enterprise, especially to 
new enterprise. It seems fair that 
the minimum earnings standard 
against which OPA measures ap- 
plications for price relief be raised 
on the average about one-third.” 
The report also urges that the 
standards for pricing a particular 
product, now based on average 
manufacturing costs, be changed 
to cover average total costs. 


Would Retain Rents 


Three principal recommenda- 
tions are made for ending price 
control: 

“1. Price control authority 
should be extended until the spring 
of 1947—between March 31 and 
June 1. In the meantime OPA 
policy should be affirmatively and 
definitely directed by progressive 
removal of controls and subsidies 
toward final termination of con- 
trols.” 

“Our 


recommendation,’ CED 


stresses, ‘establishes the end point 
of a schedule of government ac- 
tion which is needed to create 
the conditions permitting the ter- 
mination of price control without 
major, general price increases.” 

“2. Rent control may need to 
be continued for a somewhat 
longer period than other price 
controls.” 


Advocates State Control 


The acuteness of the housing 
shortage, the length of time needed 
to fill the demand, and the impor- 
tance of rents in the consumer’s 
budget justify retention of con- 
trols, the committee believes. 
However, it stresses the need for 
area-by-area removal of rent con- 
trols, and recommends a general 
rent increase in the fall of 1946, 
followed by “further periodic in- 
creases” during the remaining 
period of control. 

‘When the number of rent con- 
trol areas has been sufficiently re- 
duced so that rent control becomes 
the exception rather than the gen- 
eral rule, control in the remaining 
areas should be turned over to 
state or local authorities.” 

“3. The early end of price con- 
trol without the hazard of serious 
inflation requires full use of mone- 
tary and fiscal measures to elimi- 
nate excessive demand.” 

Strict government economy, 
steep taxes and monetary restric- 
tions are the price the report 
states it is necessary to pay in 
order to accomplish the transition 
to free markets. “This is a diffi- 
cult and perhaps unpalatable rec- 
ommendation,” it says, “but we 
cannot be simultaneously and con- 
sistently against inflation and in 
favor of low taxes, high govern- 
ment outlays and unlimited credit 
expansion.” 


Cornell Joins Leavitt 


Frank B. Cornell, former man- 
ager of brands and packaging for 
Butler Brothers and for the past 
four years a lieutenant commander 
in the Navy, has joined S. Taylor 
Leavitt & Associates as pack- 
aging consultant. Mr. Cornell is 
a former member of the advisory 
board to Dr. Moholy Nagy’s In- 
stitute of Design, Chicago. 


NEWS 
with 
DECKER 


Another strong addition to KCMO’s News Depart- 
ment is Leon Decker! 


Returning to his native Missouri from the ABC Net- 
work in New York, Decker has taken his place as 
one of the most commanding radio reporters in the 
Midwest. 


Former City Editor for the Southwest Division of 
Associated Press, he left Missouri three years ago 
for New York. Since that time he has handled such 
nation wide programs as Weekly War Journal — 
Ford’s “Watch The World Go By’—and Correspon- 
dents Around The World. 


With this wealth of big-time experience, Decker is 
another factor in keeping KCMO the dominant news 
station of the Greater Kansas City area. 


COMING: 50,000 Watts day...10,000 Watts night...at 810 


Basic ABC Station--Kansas City, Mo. 


represented by 
John E. Pearson Co. 
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This latest development in advertising displays 
gives you neon effect with new vivid colors. The 
skeleton Neon with its patented plastic frames is a 
combination that's unique, colorful and most effec- 
tive. The frames are parallelogram in shape, rich 
in color combination which improves the daylight 
appearance of the Neon; reduces tubing breakage; 
installed easily, quickly. These frames are pro- 
duced under Austin & Austin Patent No. 2,296,893. 
Write immediately for further information and 
quotation. 
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80 
' ;pre-atomic era are insufficient to 
ANA § Ke note: ‘modern times,” he said. 
. Industry which does not pro- 
vide a moral and spiritual leader- 
- ’ iship through its advertising would 
UDIIC SErvICe its 
Key fo Survival 
(Continued from Page 1) ‘sale, and kept the public sold on 
d d today. rang variations on | the product, they have not yet} 
ee Cees yr bli _ convinced the public that they do/| 
the same theme-—t - public Serv~ not make a practice of “trading | 
ice and public service advertising with the enemy, conspire to de- 


are necessary business activities if | fraud the public, participate in| 
American industry is to win and foreign cartels, keep their em-| 


“lose its franchise” to ‘sell 
products, Mr. Chase warned. | 

Mr. Patrick said that while Na-| 
'tional advertisers for many years 
/had created the desire, made the 


hold public confidence and dem~-|pjloyes on starvation wages, and | 


in human | cheat the government out of taxes.” | 
| He called for a covenant among | 


onstrate its interest 
values. 

W. Howard Chase, director of|businesses to assure 
public relations for General Foods working conditions, 
Corporation, who presided over earnings for research, 
yesterday’s session, defined the/plants, personnel training pro- 
coming need for advertising as a|grams, fair profit not only for 
means of communication “which |business itself but for wholesalers 
not only sells goods, but sells good |and retailers, reserve funds, a fair 
—the common good of the greatest return to stockholders, and fair 
number. The exclusive product-|and upright dealings. Institutional 
selling usages to which advertis-|advertising should be based on 


improved | 


a share of! 
modern | most powerful means of communi- | papers had censored themselves 


ing was successfully put in the these factors, he said, not “fa per- 


ae 


petual exhibition of the graphic 
arts and the auto-intoxication of 
corporation officials.” 

Hugh W. Hitchcock, Packard 
Motor Car Company, membership 
chairman, reported that ANA 
membership had reached an all- 
time peak of 426, an increase of 
30% in the last two years. 


Outlines Program 


Paul B. West, ANA president, 
presented charts outlining ANA’s 
functions and policies, and sum- 
med up its policy to “develop and 
encourage the more effective and 
profitable use of advertising as a 
tool of selling and to preserve the 
right to its unhampered use as a 
basic function of American enter- 
prise. The advertising method to- 
day is recognized as one of the) 


cations ever developed. With it go | 
commensurate responsibilities to | 


The meeting was divided into 
three themes — “advertising as a 
tool of selling;” “advertising as a 
tool of management;” and “serv- 
ing advertisers’ collective interests 
and needs.” Under the latter two, 
the most controversial discussion 
centered around the public rela- 
tions of business and the social 


'responsibilities of advertising. 


Wilbur Schramm, director, 
School of Journalism, University 
of Iowa, said that there was a 


| 20-year gap” between the devel- 
|opment of science and industry, 


and the capacity of the means of 
communication to make those de- 
velopments meaningful and intel- 
ligible to the people. He cited a 
survey he had made of 250 people 
in Iowa and neighboring states. 
“Only 15% realized that the news- 


during the last war; 40% thought 
that the government censored 


employ wisely the professional| them; 45% didn’t know.” 


skills, techniques and channels of | 
communications for its effective | 
and profitable use, to the ultimate | 
end that the public interest is. 
served.” 


“Forty per cent thought that 
newspapers should not be allowed 
to criticize the government during 
the war; 30% didn’t know. Only 
25% saw any reason why a news- 


THIS IS NEW YORK 


On steel and concrete stilts above the Penn R.R. yards, stands 
America’s largest post office with 81 branch stations; 90 contract 
stations; 34,944 employees. Every year this main office receives, 
delivers, and dispatches 6 billion pieces of ordinary mail; every 


day, weighs and dispatches 147 tons of newspapers and periodi- 
cals; 100,000 insured and COD parcel post packages; collects 


$458,526in postage. Inayear, postalreceiptsreach $138,474,993. 


You need newspapers to sell New York 
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paper should not be licensed and 
regulated like a public utility.” 


‘Labor Steals Leadership’ 


Dr. Schramm said that “the 
challenge to us is to use what we 
know about communication — to 
use it positively, dynamically, vig- 
orously—to get accurate economic 
and social information to the 
American people.” 

Claude Robinson, president of 
Opinion Research Corporation, 
said that in addition to economic 
goods, management sells social 
leadership. In recent years, he 
pointed out, labor leaders and pol- 
iticians have been “stealing the 
leadership market from the in- 
dustry people.” 

In the competition for public 
acceptance of leadership and so- 
cial philosophies, Dr. Robinson 
stressed application of the two 
fundamental principles of eco- 
nomic competition: “make a better 
product than your competitor and 
merchandise your product better 
than your competitor.” The pri- 
mary reason why advertising has 
failed to sell leadership as well as 
it sells goods is lack of an under- 
standing of “the anatomy of the 
public’s attitudes toward leader- 
ship.” 


‘Admen Must Lead’ 


He said that management’s ad- 
vertising must identify itself with 
the public’s interest if it is to 
succeed in selling social leader- 
ship; that it must stress its good 
motives; that it must emphasize 
its special skill (just as people will 
trust a doctor as a doctor or a 
lawyer as a lawyer, he said, they 
will trust management’s special 
skill in running industry);. and 
that it must avoid the “negative 
tags” such as profiteering, greed 
and lack of humanitarianism. 

The progressive advertising 
man, Dr. Robinson said, should 
take the lead in convincing his 
own organization of the role this 
kind of advertising can play in 
selling social leadership, and of 
the necessity of carrying on such 
a program. 


‘Keep Brand Asset Safe’ 


Carleton Healy, Hiram Walker 
& Sons, emphasized the import- 
ance of Advertising Council and 
similar programs as a means of 
identifying business and industry 
with the public welfare so as to 
build up good will for the private 
enterprise system. “As a tool of 
selling, advertising helps to de- 
velop brand good will, which is 
a valuable company asset,’ he 
said. 

“Whether Paul West really be- 
lieves in advertising’s destiny or 
only thinks he believes, he has a 
plan for progress and for aid to 
us all. As a tool of management, 
advertising can help to keep the 
brand asset safe for future use as 
a merchandising force. Collective 
industry can count only on that 
good will which companies win 
for themselves. In search of good 
will, the best public relations ad- 
vertising is public service adver- 
tising.”’ 

He stressed the importance of 
advertising which “shows that the 
company knows what goes on in 
'the mind and in the household of 
the ordinary citizen. It proves that 
the company is itself a citizen in 
a sense, and in a sense that is 
favorable.” 

Mr. Healy said that support of 
Advertising Council campaigns by 
a company: “will automatically 
demonstrate that it is a good 
neighbor, interested in the com- 
munity, civic minded.” 


Three New Accounts 


Pacific Advertising Staff, Oak- 
| land, Cal., has added three new 
‘accounts. They are Granberg 
‘Equipment Corporation, Oakland; 
|Haws Drinking Fawcet Company, 
| Berkeley, and West Coast Poultry 
| Equipment Company, Hayward, 
Cal. 
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‘Life’ to Launch 
International 
Edition July 22 


(Continued from Page 1) 
$2,500 for the October to January 
interim period. Four-color covers 
will be $3,350 for the first period, 
increasing to $4,635 for the second 
period. Fritz Gilbert, formerly in 
charge of advertising for Life in 
Cleveland, has been named adver- 
tising manager for Life Interna- 
tional. 

Distribution of the new maga- 
zine will be everywhere in the 
world except the United States, 
Canada, Alaska and Hawaii, which 
make up Life’s area. The fort- 
nightly will be the same size as 
Life, and will be a condensation 
of two weekly issues of the domes- 
tic publication. It will be issued 
in English only, printed in the 
U. S., and will sell for $4.50 to 
$6.50 per year (20 to 35 cents on 
newsstands), depending on inter- 
national postal rates. 


EDWIN O. KOCH 

Kansas City, Mo., April 16.— 
Funeral services were held April 4 
for Edwin O. Koch, owner of 
Easyhold and Koch Stores Com- 
pany, who died here April 2 fol- 
lowing a heart attack. 

While still a student at the Uni- 
versity of Kansas in 1902, Mr. Koch 
started a mail order publication, 
“The Home Friend,” later recog- 
nized as one of the larger mail 
order magazines. He launched the 
Easyhold Truss Company in 1917, 
building it into an extensive op- 
eration through consistent adver- 
tising. He was said at one time to 
have used every newspaper in the 
country. 


IVOR YOUNG 

Columbus, O., April 16.— Ivor 
Young, 45, associated with the ad- 
vertising department of the Co- 
lumbus Evening Dispatch, died last 
night. 


KARL HALE DIXON 

Chicago, April 17.— Karl Hale 
Dixon, formerly head of the ad- 
vertising promotion department of 
R. R. Donnelley & Sons Company, 
vice-president of Vanderhof Ad- 
vertising Agency and founder of 
K. H. Dixon & Co., died yesterday 
at the age of 60 following a long 
illness. 


JAMES STEWART JR. 

Cincinnati, April 16.—James 
Stewart Jr., 49, superintendent of 
the displays division of the Bur- 
ton-Rodger Company, died last 
week after a short illness. He had 
been with Burton-Rodger since its 
inception 12 years ago. 


JOHN T. EARL 

Philadelphia, April 18.—Funeral 
services for John T. Earl, 73, re- 
tired head of the advertising copy 
service of the Curtis Publishing 
Company, were held today at his 
home here. He joined the adver- 
tising department of Curtis in New 
York in 1911. The following year 
he came here to take charge of the 
company’s advertising copy and 
remained in that position until his 
retirement in 1943. 


MARCUS MUNN 

Chicago, April 16.—Marcus D. 
Munn, 88, founder and president- 
emeritus of the National Dairy 
Council, died here recently after 
an extended illness. He was a 
leader in the dairy industry for 
more than 30 years. Mr. Munn’s 
contribution to the dairy industry 
was his part in development of the 
council in 1918. 


Joins Moser & Cotins 

C. W. Gibson, formerly associ- 
ated with Charles L. Rumrill & 
Co., has joined the staff of Moser 
& Cotins, Utica, N. Y. 


president and general manager of 


Last Minute News Flashes 
Harms-Made General Manager of Kastor Agency 


Chicago, April 19—Marvin Harms, who resigned recently as vice- 
president and partner in Hill Blackett & Co., has been named vice- 


H. W. Kastor & Sons Advertising 


Company. Mr. Harms was previously vice-president of Blackett- 


Sample-Hummert and before that for many years advertising manager 


of Pabst Brewing Corporation. 


Zonite Promotes Larvex in Newpspapers 

New York, April 19.— Zonite Products Corporation, New York, 
this year will use newspapers for the first time to promote Larvex, 
moth spray. The schedule calls for 3,000 lines in 13 weeks in eight 
papers in New York, Philadelphia, St. Louis, Providence, and Ro- 


chester, N. Y. 


In addition double and single column ads will run in 


15 national magazines, daytime spots will be broadcast in 12 cities, 
and special spot announcements will be heard over Forhan’s Gabriel 


Heatter MBS program. 


Steel Appointed V.P. of Benton & Bowles, Hollywood 


New York, April 19.—Ted Steel, for the past four years in the Army 
air forces as a major, and previously with Benton & Bowles, New 
York, as account executive on five General Foods products, has re- 
turned to the agency as vice-president in charge of the Hollywood 


office. 


Four Named Vice-Presidents of Erwin, Wasey 


New York, April 19.—Four executives of Erwin, Wasey & Co. have 


Transport Association account; C. 
Edward Rodgers, art director. 


been elected vice-presidents of the agency: T. Norman Tveter, director 
of markets and media; Charles Spencer Hart, executive on the Air 


H. Cottington, radio director, and 


Brunswick-Balke Ad Chief Resigns 

Chicago, April 19.—C. P. Binner, director of public relations, pro- 
motion and advertising for Brunswick-Balke-Collender Company since 
1937, has resigned, effective Monday, April 22. Reached at his Win- 


not yet named a successor. 


netka home, Mr. Binner said that he has no future plans. B-B-C has 


Littell to Transtudio 


Hardin H. Littell, former ac- 


Appoint Kuttner Agency 
Kuttner & Kuttner, Chicago, 


Tell them in Hometown, Ohio, sell them in Home- 
town, Ohio, with a schedule in The Ohio Select List 
—the 49 hometown dailies that give you impact cov- 
erage in the key 58 of Ohio's 88 counties. 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 


ONE ORDER! 
ONE CHECK! 


For Further Information 
Write, Wire or Phone 
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count executive with Addison Vars|has been placed in charge of ad- ‘ j 
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The Mystery of the Misssing Editors 


In 65 greater Boston homes, on the: after- 
noon of February 28, 1946, things were pretty 
frantic, and no wonder. Sixty-five young girls 


1”? 


were missing! “Her best suit’s gone!” parents 
were crying. “She took her nylons! Call Miss- 


ing Persons, quick!” 


It turned out there was nothing to worry 
about, though. The girls, editors of Public 
and Parochial High School papers, were at a 
tea given for them at the Ritz Carlton by 
the Globe to meet Elizabeth Woodward, 
author of the Globe’s knowledgeable “Column 


for Teens”. 


“Look”, Miss Woodward said to us later, 
“what do they mix with the pablum around 
here, anyway, sliced Aristotle? Or let me put 
it this way. I never saw a gang of kids like 
"em. They came early, and they stayed late. 
They sat on the floor, and they consumed 367 


of Mr. Ritz’s best hot muffins, while talking. 
Bobby sox and Frank Sinatra? No. Their 
clothes were strictly Park Avenue, and they 


made noises like adults I would like to meet. 


“Frankly”, mused Miss Woodward, “I was 
on the ropes all the way. I thought I came to 
answer questions about teen-age problems, 
but these kids already knew the answers. They 
tossed my poor little column right back in my 
face. They had me asking the questions. Talk 
about mature! Honestly, they stopped any 
worries I might have had about the younger 
generation in Boston. All I’m worried about 
now is how to get back into High School. 


“Just tell me one thing”, she added. “Are 
all Boston teen-agers like that? Or just the 
ones who read the Globe? And if so, what a 


. We told her 
we thought she had a point there. 


market! And stop smirking!” . . 


The Boston Globe 


MORNING + EVENING +: SUNDAY 
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Advertising Age, April 22, 1946 


PHOTOG 


ANA QUARTET—Attending the annual convention in Rye of the Association of 

National Advertisers was this foursome. Left to right, they are C. C. Carr, 

Aluminum Co. of America; A. H. Boylan, The Drackett Co.; Ralph Winslow, 
Koppers Co., and Albert Brown, The Best Foods, Inc. 


COLLIER'S WINNERS—President Truman is shown presenting the 1945 Collier's 

awards to Rep. A. S. Monroney, Oklahoma City retail furniture operator, and 

Sen. Arthur H. Vandenberg of Michigan. The two $10,000 awards will be made 

annually to one member of each House of Congress who has "best served the 
republic's interests in the calendar year." 
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ACTION—Promotion of Lang's salted nuts, handled by Pacific National Ad- PAPER DOLLS—These Barbizon mod- 


vertising Agency, Seattle, carries the action and color of the circus, as well els, Jolyne Holton and Janice Cooper, f ‘ 
as a play on the “greatest show's" slogan. This outdoor poster is part of the are shown in the dresses made of CONVENTION JOKE—A lighter moment at the annual convention of the 


fan, which incled on 4 sclatofaal testal. copies of all New York metropolitan Association of National Advertisers as A. O. Buckingham, Cluett, Peabody & 
Oe ae Te ee a Pe ne Nee dailies, by Simon-Inez, for the ANPA Co., left, tells a story to (left to right) Robert B. Brown, Bristol-Myers Co., Ed 
convention at the Waldorf this week. Batchelder of the ANA, and |. W. Digges, counsel for the ANA. 


"FIRST “PRIZE 
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McCANDLISH WINNER—First prize winner in the McCandlish awards for DISPLAY GROUP—The display committee of the Association of National Advertisers meet for a talk at the ANA annual 
1946 was the 24-sheet poster design on view here, the work of Edward Krimston, convention in Rye. Left to right: Murray Koff, Schenley Distillers Corp.; John Morris, F. & M. Schaeffer Brewing Co.; 
Akron. Left to right are J. L. Deane, vice-president, McCann-Erickson; Carl Henry Gorski, P. Ballantine & Sons; Charles Solomon, American Safety Razor Corp.; Ralph P. Olmstead, Kellogg Co.; Val A. 
Eichman, General Outdoor, Philadelphia; Julian Heinemann, art director, Dor- Schmitz, F. & M. Schaeffer Brewing Co.; W. H. Carmichel, Avery Corp.; Edward Batchelder, ANA; John Alden, The Nor- 
land International-Pettingell & Fenton; A. R. McCandlish, president, McCandlish wich Pharmacal Co., A. C. Ebbesen, Wm. Jameson & Co., and J. Kingsley Gould, Jacob Ruppert, Brewer. 
Lithograph Corp., Philadelphia; Carol Portner, National Advertising Art Center, " 


and Mark Seelen, general art director, General Outdoor Advertising Co., New 
York. The first three and last two were judges. 


NEW TECHNIQUE—These display panels, in use at the exhibition of advertising 
and editorial art in New York, were designed by Donald Deskey, industrial 


designer and a member of the New York Art Directors Club's exhibition com- AGENCY LEADERS—Some of the nation's leading agency executives who participated in the annual meeting of the 
mittee. The flexible, demountable units consist of light wood frames with fiber Four A's in New York are, left to right: Melvin Brorby, Needham, Louis & Brorby, Chicago; J. C. Cornelius, Batten, Barton, 
composition board display surfaces suspended by airplane wire. For easy read- Durstine & Osborn, Minneapolis, who was elected vice-chairman of the board; Leo Burnett of Leo Burnett Co., Chicago; 
ing of the matter displayed, the upper panels are tilted forward from the top, Arthur R. Mogge, Arthur Mogge, Inc., Chicago, elected a director; Hiram E. Cassidy, the McCarty Co., Los Anndiee, 
and lower panels tilt upward from the bottom, with the suspension wires held reelected a director; James H. S. Ellis, Kudner Agency, New York. elected secretary-treasurer, and George Link Jr., 


taut by a turn-buckle at the base of the frame. McKercher & Link, New York. 
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THE ATLANTA CONSTITUTION 
announces that 

beginning JULY 7, 1946 

THE AMERICAN WEEKLY 

will be distributed each week with 


the Sunday Issue of 


THE ATLANTA CONSTITUTION 


teow: MERICAN 
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